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Local boy makes good 


business 


...via SPOT-TV 


Selling for national advertisers at the local level is 
child’s play to the M. C. who makes tying a shoe-lace or washing 
behind the ears a special kind of fun for the children 
of the community. Kids know him as a pal and a swell 
guy. He’s seen at all the best places in town— 

the supermarket right after the show, 

the Ladies Auxiliary in the afternoon 

...and the PTA that evening to discuss Spock. 

He’s one of the biggest reasons why so many national 
advertisers consider SPOT-TV 

their basic advertising medium. 
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PUBLIC-SERVICE REPORT 


Commercial stations donate a record $271 million 
in time and talent during last year 


| SERVICE IS THE KEY 


Programming in the public interest can be a vital 
force in a tv station’s community 


PUBLIC-SERVICE DIRECTORS 


Latest listing of public-service department heads 
of television stations in the U.S. 


FCC—1959 MODEL 


Investigations have changed many techniques, but 
objectives continue to be the same 


BANKS AND SAVINGS INSTITUTIONS 


Tv proves prowess at boosting deposits or selling 
service for financial institutions 


PROGRAMMING PICTURE 
Shiftings of *58-59 network shows, in nearly all 
cases, improve share of audience 


DEPARTMENTS 


4 Publisher’s Letter 


Report to the readers 


54 Wall Street Report 
The financial picture 


Tele-scope 56 Film Report 


What's ahead behind the scenes Round-up of news 





5 Business Barometer 


Measuring the trends 


Letters to the Editor 


The customers always write 


7 Spot Report 


Digest of national activity 


Audience Charts 
Who watches what 


| Stations 
on the move 
...1N markets 
on the move! 








WISH-TV is the frst sta- 
tion in Indianapolis—as 
it has been in every survey 
for the last 4 years. 


Indianapolis, Indiana's 
first, and the nation’s 14th 
TV market serves almost 
two-and-a-half million 
people with over four bil- 
lion dollars of effective 
buying income—people 
who always look first to 
WISH-TV for entertain- 
ment and information. 


Sources: ARB, Nielsen, Sales 


Management, May 10, 1958 


© 
WISH-TV 


INDIANAPOLIS 


Represented by Bolling 


3 Newsfront 107 In the Picture 

Portraits of people in the news A CORINTHI 

| STATION 

KOTV Tulsa * KGUL-TV Houston 


WANE & WANE.-TV Fort Wayne 
WISH & WISH-TV Indianapolis 


The way it happened 


2 Washington Memo In Camera 
Tv and Capitol Hill The lighter side 


Responsibility in Broadcasting 
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United States Air Force Recruiting Service Award 


‘for rendering continued assistance 
to secure manpower to maintain peace 
through Air Power 


Heart Fund Certificate of Appreciation 


“in recognition of distinguished 
service and leadership in the fight 
against heart diseases .. .” 


American Legion Award 


“in recognition of important 
contribution to the education, entertainment 
and inspiration of this community 


Health and Welfare Council Award 


gal 
“for interesting and penetrating 
presentation of community 
services and probléms .. .” 


Sales Offices: New York, Cincinnati, Chicago, Clevelantalt --. Sales 














Army Certificate of Appreciation 


“for patriotic civilian service 
to the Department of the Army 


National Safety Council Public Interest Award 


“for. exceptional services 
to safety 


Silent Service Navy Award 


“in appreciation of 
your loyal support of the 
United States Navy 


United Fund Award 


“for outstanding interpretation 


of the United Fund story 


And so continues the honor roll of public 
service awards received by WLW-I in its 
first year on the air. 

Public service proudly constitutes an 
important part of all programs on WLW-! 

The WLW-1 public service programs reach 
3 million people in 76 counties—inspiring 
constructive interest and participation in 
important activities of Indianapolis 
Indiana . . . and the Nation. 

These programs are backed by 35 years 
of Crosley Broadcasting public service 
leadership and the WLW-! formed advisory 
council. 

And now with the great new WLW-| studio 
and facilities, WLW-I pledges continued 
public service in the highest ideals of the 
television medium —the most powerful 
means of communication ever known 


indianapolis 


full abc network affiliation 


+ Sales Representatives: NBC Spot Sales, Detroit; Tracy Moore & Associates, Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc., Atlanta, Dallas « Crosley Broadcasting Corporation 
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Letter from the Publisher 


To Serve a Nation 
$271 million. 


This is the amount of money that the television industry do- 
nated to public-service causes during 1958. 

This amount of money represents 20 per cent of the total revenue 
of the industry. Behind this figure is the dramatic story of a medium 
that is dedicated .. . 

To aiding the stricken of the disasters of floods and tornadoes and 

co] 
droughts and hurricanes and to raising money for relief. 
To alerting the nation to the realities of push-button warfare. 


To strengthening the moral fiber of our country by encouraging 
attendance at the church of one’s faith. 


To alleviating the plight of the less fortunate not only here but 
all over the world, and to giving hope to the hopeless because a 
generous nation was told of their plight. 

To mobilizing the forces against the scourges of muscular dys- 
trophy, infantile paralysis, cancer and diseases of the heart. 

To aiding the Red Cross, Boy Scouts, the local PTA. 

To taking up the crusade for safer highways, more playgrounds, 
better schools. 

To projecting the town meeting into every corner of the land to 
provide a discussion platform for the burning issues of the hour. 


For a Better Life 

For in a larger sense television is a mirror of America. In this 
reflection television is ever present, devoting time, money, ingenuity 
and energy to achieving a better way of life. 

There are those who will say that the medium is required to do 
this as a trustee of a public facility. 

This is an erroneous premise because television assumes a far 
greater responsibility of public service than could ever be required 
of it by either the legislators or the regulators. 

No one has to tell the medium to donate $271 million in the 
public cause. 

It does this voluntarily, willingly, effectively. It assumes ‘the 
responsibilities of good citizenship and good neighborliness on a 
positive basis. 

To those who would criticize these efforts, let them stand up and 


be counted. Let them do as much or more before carping from the 
sidelines or hunting headlines. 


mpact Continues to Grow 
Television, like America, will continue to go forward. As it goes 
forward it will increase, as every year it has increased, its impact 
on the American public because it widens the horizons of its public 
service. 


Cordially, Ly Sew 
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TWO ZIV 
SHOWS TIED 


FOR 1ST PLACE 


FOR ENTIRE YEAR! 


12-MONTH 
AVERAGE 

FOR 22 
MAJOR 
MARKETS ... 


Pulse Multi-Market 
Weighted Average 
U. S. Pulse Spot 
Film Reports, 
November, 1957 





THE ONLY SHOW THAT COMPETES WITH A ZIV SHOW IS ANOTHER ZIV SHOW! 





The HOT SHOWS 


MACKENZIE’S 


RAIDERS 


starring 


RICHARD CARLSON 


SEA 
HUNT 


starring 


LLOYD BRIDGES 


HIGHWAY 
PATROL 


starring 


BRODERICK CRAWFORD 


2-Station 
BIRMINGHAM 


35.3 RATING 


BEATS Restless Gun, Peter Gunn, 
Wells Fargo, Cheyenne, Groucho 
Marx, Perry Como and many 
others 

Pulse, Jan. ‘59 


4-Station 
CHICAGO 


WNBQ 


36.0" 


SHARE 


25.1 RATING 


BEATS Groucho Marx, Ed Sullivan, 
Wells Fargo, Peter Gunn, Gale 
Storm, GE Theatre and many 
others 

ARB, Jan. "59 


4-Station 
SAN FRANCISCO 


KRON-TV 


46.3 


SHARE 


21.9 RATING 


BEATS Playhouse 90, Ed Sullivan, 
Ernie Ford, Cimarron City, Law- 
rence Welk, Californians and many 
others. 

ARB, Jan. "59 














3-Station 
CINCINNATI 


WKRC-TV 


SHARE 
20.7 RATING 


BEATS Ed Sullivan, Phil Silvers, 
Hit Parade, Restless Gun, Jackie 
Gleason, Bob Cummings and many 


others. 
ARB, Dec. "58 





— — ae 





4-Station 
SAN FRANCISCO 


KRON-TV 


%e 











SHARE 
28.1 RATING 
n, BEATS Desilu Playhouse, Ed Sulli- 
ale van, Dinah Shore Chevy Show, 
ny Steve Allen, Californians and many 
others 
59 ARB, Jan. "59 
3-Station 
0 BOSTON 
WBZ-TV 


61.5" 


SHARE 


j 27.6 RATING 


van, BEATS People Are Funny, Mav- 
aw. erick, Have Gun- Will Travel, 
nany Wyatt Earp, Red Skelton, Real 
McCoys and and many others. 
"59 ARB, Dec. '58 


ALT 





96.3" 








3-Station 
MIAMI 


46.3" 


SHARE 
26.3 RATING 


BEATS GE Theatre, Texan, Danny 
Thomas, Ernie Ford, Cheyenne, 
Groucho Marx and many others. 

ARB, Dec. '58 


4-Station 
DETROIT 


WJBK-TV 


62.6% 


SHARE 


30.1 RATING 


BEATS Perry Mason, Restless Gun, 
What's My Line, Jack Benny, Ed 
Sullivan, Bob Cummings and many 


others. 
ARB, Jan. '59 


2-Station 


BRISTOL-JOHNSON CITY 
‘WJHL-TV 


61.0° 


SHARE 
36.3 RATING 


BEATS Wyatt Earp, Lineup, Perry 

Como, Maverick, Peter Gunn, 

Wells Fargo and many others. 
ARB, Dec. "58 











come from ZIV! 


2-Station 


JOPLIN-PITTSBURG 
KOAM-TV 


6.1" 


SHARE 


31.3 RATING 


BEATS Trackdown, Ed Sullivan, 
Bob Cummings, George Burns, 
Red Skelton, Texan and many 


others. 
ARB, Dec. ‘59 


3-Station 
COLUMBUS 


WBNS-TV 


93.0" 


SHARE 


28.3 RATING 


BEATS Ernie Ford, Danny Thomas, 
Groucho Marx, Lawrence Welk, 
Wells Fargo, Ed Sullivan and many 


others. 
ARB, Dec. '58 


3-Station 
ST. LOUIS 


KSD-TV 


48.1" 


SHARE 
27.5 RATING 


BEATS Cheyenne, . Millionaire, 
Ernie Ford, Alfred Hitchcock, Ed 
Sullivan, Wells Fargo and many 


others. 
ARB, Dec. ‘58 














Dr. Sydney Roslow, direc- 


tor of Pulse, Inc., heads a 
nationwide staff trained to 
make and convert home 
interview reports into re- 
liable ratings. Some of 
the Ziv show ratings used 
here are based on these 
authoritative findings. 


The Ziv man in your 
market can show you how 
to profit from using one of 
America’s GREAT selling 
forces — a Ziv show! 









LiV 


Selertstore 






They buy as a family... 































































KANSAS CITY KCMO KCMO-TV The Katz Agency 
SYRACUSE WHEN WHEN-TV The Katz Agency 
PHOENIX KPHO KPHO-TV The Katz Agency 
OMAHA WOW WOW-TV John Blair & Co. — Blair-TV 
TULSA KRMG John Blair & Co. 


Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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Florists’ Drive Easter 


Following the brief-schedules-preceding-holidays idea 
advocated by Keyes, Madden & Jones, Inc., for its recently 
won Florists’ Telegraph Delivery Association account, the 
agency has requested availabilities for an Easter drive. 
The promotion should be similar to that used at Christmas 
in which the top 20 markets received saturation place- 
ments over a 10-day period. Starting date will be about 
March 20. Merle Meyers is the timebuyer in Chicago. 


Screen Gems Gears for Tape 

With Screen Gems now a fully vertical company with 
the acquisition of Elliot, Unger & Eilict, commercial pro- 
ducers, look for the Columbia subsidiary to make some 
exploratory moves in the development of tape programs. 
EUE, which has two tape studios, continues as a separate 
division of Screen Gems. It had been experimenting with 
tape shows and is currently working on a new kinescope 
process which would simplify distribution. Commercial 
production will now take place on both coasts, since SG 
has hired several Universal International production peo- 
ple to work out of the Columbia studios in Hollywood. 


Nechhi-Elna Programs 

Nechhi-Elna Sewing Machine Corp., which last used 
the re-runs of Shirley Temple movies as its video am- 
munition, has swung into the half-hour program field. 
The company began schedules the first of this month on 
Man Without a Gun and This Is Alice in 118 markets on 
a participating-sponsor basis. The buy was made through 
the NTA Film Network for less than 13 weeks. Don Green 
is the timebuyer at Grey Advertising Agency, Inc., New 


York. 


‘Felix the Cat’ in Syndication 

Trans Lux Television has placed Felix the Cat in syn- 
dication. The new animated-cartoon property made spe- 
cifically for tv had originally been offered for network or 
national sale, but it’s understood that Trans Lux turned 
down at least one national deal on the grounds that there 
was more money in first-run syndication. Initial sale of 
Felix the Cat was to WNEW-TV New York in what was 
described as a $500,000 transaction. At press time, it was 
reported that several Westinghouse Broadcasting Co. sta- 
tions had individually signed for the series. 


Pilot for ‘Father’ 

First pilot to get the go-ahead under MGM-TV’s stepped- 
up television production schedule is Father of the Bride, 
it was reported at press time. The program, which stars 
Jim Backus, is partly financed by General Foods, and 
reportedly will be placed on a network this fall. MGM- 
TV’s tv schedule calls for the development of another six 
pilots, an indication that it will move into syndication 
for the first time this year. 


WHAT’S AHEAD BEHIND THE SCENES Te le -Scope 


Easter-Egg Film 

Fred Fear & Co., maker of Chick-Chick and Presto 
Easter-egg colorings, is repeating its annual pre-holiday 
promotion of supplying stations with a 12-minute film 
on Easter-egg history, how-to-color, etc. Where 60 stations 
repoxiedly ran the film last year, 90 are expected to carry 
it this season. Ted Bernstein, head of Ted Bernstein Asso- 
ciates, New York, reports there will be additional video 
activity as well. He hints several other clients of the 
agency are using or are about to use participation or 
spot schedules, and that the firm is steadily moving into 
tv to a greater degree. 


Aitkin-Kynett Active 

Spot tv activity is currently intense at Aitkin-Kynett 
Co., Inc., Philadelphia, where timebuyer Alan Bobbe has 
placed schedules for Tasty Baking Co., an account ac- 
quired last November. Tastycakes and pies are using spot 
in New York, a film program in Philadelphia, and a com- 
bination of both in Baltimore. (Washington, D. C., and 
a group of smaller markets get radio schedules.) In addi- 
tion, Mrs. Paul’s Kitchens and Fels cleaning products are 
using spot consistently. Ditto the Middle Atlantic division 
of Carling Brewing, which the agency handles and which 
should be hypoing schedules as the weather warms. 


13-Week Cycle 

A changing sales pattern in television is envisioned by 
Robert W. Sarnoff, NBC chairman of the board. Mr. 
Sarnoff believes that the time is nearing when television 
will be forced into a 13-week sales cycle, with major 
selling seasons not only in September but January and 
April as well. Reason is that advertisers are becoming 
increasingly reluctant to sign firm orders for more than 
13 weeks of a program. If this is the case, if a program 
is a hit, the original 13-week cycle may be followed by 
re-runs until new production can catch up. 


Amitone Probable 

A reported probability for large-scale spot tv action in 
the near future is Amitone tablets, an antacid product of 
Norex Laboratories, New York. The brand is currently in 
test markets. Grey Advertising Agency, Inc., New York, 
handles the account, with Mal Ochs serving as timebuyer. 


Tv Boosts Features for Share of Gross 

A new type of deal between television stations and the 
motion-picture industry is being pioneered by Robert L. 
Lippert. In a pact concluded with ktTv Los Angeles, the 
channel will air a 414-minute trailer of the theatrical film, 
The Sad Horse, four times weekly for 10 weeks prior to 
its opening engagement. In return, the station is guar- 
anteed 10 per cent of the gross of the film in the area. 
Other tv outlets have signed in New York (wrix), and 
in some 25 additional cities. 






March 9, 1959, Television Age 1] 


CoHathesy 
Host: 
Narrator 
18 TRUMAN 
Fact-Based BRADLEY 
Half Hours! 


CTION THEATRE 


with 

entures W 
age eae Winning 
*; 20.5, Wichita 


SCIENCE Fl 


> series of bi 
ars in exciting 


n ratings -*° 


peer” 
fiction dr 


‘ niqu 
TV's u Las Vega 


big name St 

top multi’ 

94 8 ° 0 : " ral 
Harlinge 


Action! Starring 
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WEST POINT 


Economee's Star-spangled rating winner now avail- 
able for first off-network showings! Ratings like 
these: Buffalo 22.9, Philadelphia 19.2, Wichita 25.3, 
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RATINGS 


AND RESULTS... 
for stations and 
advertisers! 





_ Mystery! Starring 
Thrills! KENT 
Romance! TAYLOR 


BOSTON BLACKIE 


America's most successful mystery show! 58 high- 
Scoring half hours with ratings like these: Birming: 
ham 20.3, Buffalo 18.5, Mobile 21 0, Burlington- 


Plattsburgh... , 25 2 
a 














CURRENT FILES PACKED 
WITH SUCCESS STORIES 


In market after market, for show after show, the 
story's the same: Economee TV series offer unlimited 
opportunities to strengthen programming, win larger 
audiences, build sales and profits! All series available 
for full or alternate sponsorship or as spot carriers to 
fit sales or program needs. 


RATING-PROVED! ZiV-PRODUCED! 


ECONOMEE TELEVISION PROGRAMS, INC., 
488 Madison Ave., New York 22. N.Y. 


Other Economee TV Series: The Unexpected, Your TV 
Theatre, The Eddie Cantor Comedy Theatre, Yester- 
day’s Newsreel, Sports Album, The Living Book. 
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Puts a smile ' Starring 
in your ANN 
BAKER 


programming! 


MEET CORLISS ARCHER 


39 sparkling half-hour situation comedies, lavishly 


staged, skillfully directed. yl 0) 0 
* 





Pensacola 17.4, Buffalo. . . 
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best cost per million 


See Headley Reed 


now NBC too 


Actually WFRV-TV Channel 5, Green Bay, Wisconsin delivers 6,000,000 eyes and‘ears 
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Business barometer 


Both local and national spot 
billings took their usual 
drop in December, the 
TELEVISION AGE Business 
Barometer survey indicates. 





The December decline in local 


was an even 5 per cent un- 








der November, while that 
in national spot was 14.1 
per cent for the same period. 


Comparing December 1958 with 
December 1957, the gain 
for local was 6.2 per 
cent, while that for na- 
tional spot was 25.9 per 
cent. The comparison both 
with the previous month 
and with previous years is 
indicated on the charts 
on this page. 


A drop of 5 per cent for local 
billings in December is 
not unusual, as the record 
shows. While the decline 
was only 1.2 per cent in 
1957, the 1956 drop was 
the same amount, 5 per 
cent. In earlier years 
the decline was smaller in 
local billings with 0.7 
per cent in December 1955, 
0.2 per cent in December 
1954 and 0.7 per cent in 
December 1953. 


In national spot a decline of 
14.1 per cent in December 
under February may be com- 
pared with the figures in 
1957 when the category was 
off 17 per cent in Decem- 
ber. In 1956 national 
spot was down 9.8 for the 
period and in 1955 4.6, 
1954 8.3 and 1953 4.4. 


As the charts indicate and as 
the Business Barometer 
report has pointed out, 
all three divisions of 
television billings en- 
joyed their biggest one- 
month jump in October this 
year when local billings 
gained 28.2 per cent over 
September, national spot 
35.5 per cent and network 
22.4 per cent. This re- 
covery from the earlier 
doldrums was so spectacu- 
lar as to more than offset 
the seasonal drops for 
December. 
































SPOT BUSINESS 


Dec Jan Fe Mar Apr May July Aug 


June 


Sept Oct Nov D 


90 


60 





1955-56 10 


A December off 14.1 per cent under November 
B Dec. 1958 up 25.9 per cent over Dec. 1957 


LOCAL BUSINESS 


Dec Jan Feb. Mar Apr. May June duly Aug. Sept. Oct Noy De 


90 





A December off 5 per cent under November 
B Dec. 1958 up 6.2 per cent over Dec, 1957 
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*ARB Curnulative Audience Study 








Providing extra-special coverage of 
critical events is ordinary practice 
for WBBM-TV—and Chicago knows it. 
When emergency strikes, instinctively 
the city turns to Channel 2 for news. 


Case in point: the day fire swept Our 
Lady of Angels school, WBBM-TV’s 
6:00 pm news (21.6 rating) reached 
2'2 times as many viewers as the two 
competing newscasts combined. The 
lo: nad avd news (46. 7 —— reached 








ol - ; rs, ‘te fact, as ON ten a 
newscasts presented that eveningon 
all the other stations combined." 


Chicago’s deep-rooted piiienciiae 
WBBM-TV news is no happenstance. 
CBS News standards and a 36-man 

~ local news staff (largest in Chicago) 
insure one of the finest station news 
operations in the nation. And make 

possible WBBM-TV’s remarkable 
ability to make the extra...ordinary. 


WEBMOIV 


CHANNEL 2, CHICAGO - CBS OWNED 














Tv’s Muscles 
I have read your article, “Tele- 
vision Flexes Its Muscles,” in the 
February 9th issue of TELEVISION 
AGE with a great deal of interest. It 
is perhaps true that what is contained 
in this article does not particularly 
refer to the area of public-service 
programming such as the program 
that I am directing here, This is the 
Life, but the statistics that apply to 
commercial telecasting to a great ex- 
tent also apply in the area of public 

service. . . 

MELVIN F. SCHLAKE 
Executive Secretary 
Lutheran Church-Missouri Synod 
St. Louis, Mo. 


Better 


. .. your editions . . . seem, con- 


7 


tinually, to get better and better. . . . 
Rosert A. SCHMID 

Vice President 

Headley-Reed Co. 


Usefulness 

. TELEVISION AGE . . . is cer- 
tainly growing in importance and use- 
fulness to agency, client and station 
people alike. It looks good and reads 
good, 


FRANKLIN C, SNYDER 
General Manager 
wT4E Pittsburgh 


WAVE-TV Farm 

We appreciate your fine write-up 
on farm programming in your Janu- 
ary 26th issue. . . . It just bears out 
our own feeling here at WAVE-TV that 
this is a very important segment of 
telecasting. For example: WAVE-TV 
has long recognized that tv stations 
have vastly more circulation among 
people interested in farming than 
even the specialized agricultural jour- 
nals do. With this in mind, when we 
decided to get into the farm-program- 
ming field in 1953, we believed it 





would not be enough merely to do a 
studio program in a programming 
area which offered such important 
opportunities for on-the-scenes dem- 
onstrations. So, in that year, WAVE- 
TV purchased its own 249-acre farm 
and inaugurated a weekly remote of 
one hour (12-1 p. m. Sat.) from the 
farm, demonstrating practices of good 
farming in every phase of agricul- 
tural and livestock production. 

From all we can learn, WAVE-TV is: 
the only television station in America 
that is doing a weekly telecast from 
its own farm. The operation has 
gained such success that we have con- 
stantly expanded our farming opera- 
tion to the extent where the farm now 
constitutes more than 386 acres. . . . 

James M. CALDWELL 
Promotion Manager 
waveE-Tv Louisville 


Omission 

... your January 26th issue 
omitted Cliff “Farmer” Gray from 
the list of television farm direc- 
tors .. . he has been one of the out- 









A TRANSCONTINENT STATION 


standing farm directors in this area 
for more than 18 years. 


Brit ADAMS 
Promotion Director 
wspa-Tv Spartanburg, S.C. 


Farm-Program Importance 
. . . Our farm programs serve to 
strengthen our over-all impact in our 
area. While only about 15 per cent of 
our total potential audience is strictly 
farm, more than 30 per cent is di- 
rectly concerned with farm business 
in livestock marketing, meat packing, 
milk delivery, food retailing or other 
phases of the industry of moving food 
from farm to dinner table. Many other 
people in the area do business directly 
with farmers, supplying them with 
automobiles, appliances, clothing and 
necessities for carrying on the farm 

business. . . . 

Harry Martin 
Farm Director 
wFBM-TV Indianapolis 


WJXT Farm Program 
...in your January 26th issue . . . 


IC-TV, Rochester, N. Y.+ WSVA,WSVA 


on page 37 . . . there is a section which 
gives “Station Farm Directors and 
Schedules.” There is no listing for 
wJxtT. Our Regular schedule includes; 
Monday through Friday, The Farm 
Report at 6:50 a.m. and wsxt News 
on Pork and Poultry, on Wednesdays 
at 7 a.m. ... 1 thought you might like 
to have your files complete. 
Puitip J. McManon 
Advertising Director 
wJxt Jacksonville 


Promotion Contest 
. . . the “Quote to Click” contest 
promotion (TV AGE, Feb. 9) was high- 
ly effective, and your story presents 
the highlights of this accomplishment 
in the same interesting manner that 
marks all of the TELEVISION AGE ar- 

ticles. 

Eucene S. THomas 
Vice President & General Manager 
KETV Omaha 


Clicks 
.... “Camera Game Clicks” and 


TV 


HarrisondDurg, Va. «e WGR,WGR- TV 


thuffalo « 


the entire layout serve to reaffirm for 

me the consistently excellent handling 

of articles presented within TELE- 
VISION AGE. 

Rosert F. Coats 

Promotion Manager 

KETV Omaha 


Station Promotion 

We are doing a study on two 
aspects of local radio and tv station 
promotion. They are: 

1. Publicizing and popularizing 
the station with the listener or viewer 
in the station’s coverage area. 

2. Promoting the station with the 
local, regional and national adver- 
tiser. 

We would like any information 
that you could give us. 

Jerry SAMUELSOHN 
Wermen & Schorr 
Philadelphia 


Note: “Promotion Primer,” by Don Soft- 
ness, which appeared in the Nov. 17, 1958, 
issue of Tv AGE should prove most helpful. 
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WORLD'S LARGEST CLASSROOM 


l. would be hard to find three programs of greater distinction — and greater diversity. 

Continental Classroom, with Dr. Harvey E. White, measures its success in its ability to repair the dangerous lag in America’s 
science education. Network television’s first college-level course uniquely serves the 368,000 viewers who make it the world’ 
largest class, and the 280 colleges and universities who offer its instruction in Atomic Age Physics for academic credit. Within 
a week of the second semester’s opening last month, its new textbook had boomed into a national bestseller. 

Wagon Train, starring Ward Bond and Robert Horton, measures its success in entertainment that draws 55,000,00 


viewers. In addition, based’on Nielsen findings (Feb. I), this hour-long dramatic Western anthology attracts the world’s largest 


television audience — without counting the additional millions of viewers who make it one of England’s top shows. 











al the head of their class 














WORLD'S LARGEST TV AUDIENCE WORLD'S MOST TALKED-ABOUT TV PERSONALITY 


The Jack Paar Show measures its success as a delightful national nightcap and morning-after conversation piece. Spon- 
taneous and unpredictable as only live television can be, it has made host Jack Paar the most talked-about TV personality 
anywhere. and the only one (in or out of television) to appear within the last six months on the covers of Time, Life, Look 


and TV Guide. 


No less than the distinction of these three programs, NBC prizes their diversity in meeting the different tastes and need 


of all Americans. From Continental Classroom at dawn to Wagon Train at dusk to Jack Paar at midnight, America’s firs 


network strives for the true measure of net- N B ( TELEVI \ | () N N ) TW () R K 
work greatness — totality of program service. 












Completely Cover Michigan's Rich 
GOLDEN TRIANGLE 
with a City Grade signal! 


WILX-TV 
10 


WILX-TV, an NBC affiliate, is the only—repeat—only 
station covering the three key Michigan cities of Jackson, 
Lansing and Battle Creek with a City Grade signal! 






FULL POWER: 
Video—316,000 watis 
Audio—174,000 watts 
Antenna height—983 















WILX-TV has the Right coverage in the Right spot 
TOTAL STATE EXCLUDING METROPOLITAN DETROIT B SIGNAL AREA 


Population 43.4% Retail Food Sales 47.3% 
Households 44.7% Retail Drug Sales 48.6% 
TV Households 44.0% Retail Automotive Sales 50.3% 
Farm Population 34.1% Retail Filling Stations 46.3% 
Retail Sales 47.3% Gross Farm Income 39.9% 


Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state 
market! Just check those figures again! 


Michigan’s Golden Triangle is a major market. prime time now available! 

In total population it ranks just below the 10th RIGHT NOW. .. is the time to contact 
largest metropolitan area* and in TV homes, 
ranks just below the 27th market area** in the VENARD, RINTOUL & McCONNELL, INC. 


nation. for complete market information 


*BASED ON SRDS CONSUMER MARKET DATA 
**BASED ON TELEVISION AGE 100 TOP MARKETS 








WILX-TV 


CHANNEL 12) SERVING MICHIGAN’S 
GOLDEN TRIANGLE 
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THE WAY IT HAPPENED 


Los Angeles Club picks top commercials .... page 23 


Appeal of show types studied by Nielsen .... page 23 


Shifts in commercial popularity noted ...... page 27 


Best Commercials 


Giving recognition to its “native 
sons,” the Hollywood Ad Club re- 
cently chose four tv commercials— 
for Dodge, Butter-Nut instant coffee, 
Kaiser Aluminum and Burgermeister 
beer—as the best to be produced in 
the greater Los Angeles area during 
1958. 

Created by Grant Advertising, Inc., 
Hollywood, and produced at Univer- 
sal Pictures, the award-winning live- 
action Dodge spot opened with a 
voleano eruption, moved forward in 
time through the stone age, Roman 
chariots, medieval coaches, etc., un- 
til it “man’s finest 
achievement”—the new Dodge. 

In the animation class, the Butter- 


centered on 


Nut commercial won acclaim for the 
Buchanan-Thomas agency of Omaha, 
creator Freberg, Ltd., and producer 
Fine Arts Productions, Hollywood. 
The film burlesqued subliminal tech- 
niques in advertising. 

Kaiser Aluminum was cited in the 
institutional commercial category for 
its film showing the part aluminum 
will play in the “dream car” of the 
future. Young & Rubicam, Holly- 
wood, and Warner Bros. studios re- 
ceived awards. 

The best ID, according to the 
judges, was created by BBDO, San 
Francisco, and Playhouse Pictures, 
Hollywood, for Burgermeister beer. 
Playhouse Pictures took a second 
award, along with J. Walter Thomp- 
son Co., Hollywood, for the cartoon 
titles on The Ford Show. 

Honorable mentions went to Roland 
Reed Productions and Dancer-Fitz- 
gerald-Sample, Inc., for a Bayer 
aspirin live-action film; to EWR&R 
and Tuchman-Harris Productions for 
a live-action spot for Friskies Dog 
Food; to Leo Burnett Co. and Quar- 
tet Films for an animated Marlboro 
spot, and to Foote, Cone & Belding, 





Dodge commercial, created by Grant 
Adv., produced at Universal Pictures 





Butter-Nut Coffee, Buchanan-Thomas 
agency, Fine Arts Productions pro- 
ducer 





Kaiser Aluminum, Young & Rubi- 
cam agency, Warner Bros. producer 





Burgermeister Beer, BBDO agency, 
Playhouse Pictures producer 


Newstfront 


Inc., and Cascade Pictures for the 
animated Calo Cat Food commercial 
which won a first prize at the Cannes 
Film Festival. 

A panel of six judges from agencies, 
video organizations and trade maga- 
zines decided the awards. 


Viewing by Type 

Realizing that the number of tt 
homes tuned to any given program 
is insignificant from an advertiser's 
viewpoint—(a home can’t walk into a 
store to buy a product)—the A. C. 
Nielsen Co. has issued figures show- 
ing the average number of men, wom- 
en, teens and children viewing per 
minute of different types of shows. 

According to the data, projected 


from Nielsen’s Audience 


National 
Report and Average 
Audience figures for the November- 
December 1958 period, the average 
60-minute evening program reaches 
9.4 million homes and 23.6 million 
people, with the audience comprised 
of 7.6 million men, 9.4 million women, 
2.4 million teens and 4.2 million kids. 


Composition 


The hour-long western not only 
leads all other types of programs, 
whether hour or half-hour, in size of 
per-minute audience, but also demon- 
strates a wide family appeal. In 12 
million homes, Nielsen states 9.4 mil- 
lion men, 10.7 million women, 4.6 
million teens and 7.8 million kids 
watch during the average minute. 
Each figure is the highest in the indi- 
vidual categories for all types of pro- 
grams. 

The next highest figures in terms of 
total viewers belong to the half-hour 
western, seen in 10.5 million homes. 
Its audience is made up of 8.4 million 
men, 9.4 million women, 3.2 million 
teens and 5.2 million children. About 
the only other kind of evening pro- 
gram drawing a comparably large 
audience in any group is the half- 
hour situation comedy, which attracts 
5.1 million kids. 

For a sponsor interested in reach- 
ing a male audience, the Nielsen re- 
port indicates that if a western is not 
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Serving 
all 


Chicagoland 


WGN-TV and WGN-RADIO continue to give Chicago audiences programs 
of top quality . .. presented with the integrity that is the WGN way of doing 
business. 


| 



















The News Coverage described at the right is further evidence as to why 
WGN-TV and WGN-RADIO are gaining ever-widening, loyal audiences. 
























In December, a fire and explosion at Chicago’s Our Lady of the Angels 
parochial school took a grim toll of nearly one hundred lives. WGN, Inc. 
News Department’s comprehensive coverage was commended by city officials 
and the public alike. 


WGN-TV 


@ First news cameraman at the scene of the fire 
@® Number 2 WGN-TV cameraman first at the hospital 
@ Bulletins on the air shortly after the fire broke out 





@ Exclusive SOF films shown during the evening with interviews 
@ Commentary from WGN-TV reporter who was on the scene 
@® Up-to-the-minute lists of dead and injured during the evening. 


WGN-RADIO 


@ First on-the-scene radio bulletins from the WGN RADIO TRAF- 
FICOPTER 


@ Policeman in TRAFFICOPTER helped direct traffic away from 
the scene via WGN-RADIO 


@ Shortwave reports and interviews by WGN newsman direct from 
the scene 





@® Up-to-the-minute lists of dead and injured 


@ “Beeper” reports fed to more than twenty-five radio stations 
throughout the nation. 





WGN-TV and WGN-RADIO—dedicated to Serving All 
Chicagoland with the finest in public service. 


WGN and WGN-TV Chicago 


441 N. MICHIGAN AVENUE CHICAGO 11, ILLINOIS 






In DES MOINES, 


that result-getting station is . . . 


















Because 


Local and has always been . . 
Sponsor > KRNT RADIO, that “know-how, 
Buy With That go-now”’ station that keeps pace 
“Critical Buck,” with all that’s going on in 
They Buy Des Moines, lowa’s lively center of 
The Station business activity. Because KRNT 
That Gets has news on the hour, total 


“N ext D ay” sports, the best of music, 
dramatic shows, complete weather 
Results... 


and complete service, local 
sponsors spend nearly as much 


on KRNT RADIO as on the 


other 5 Des Moines 





stations combined! setter see Katz Soon. 





You've Got A Live One 
When You Buy 


SOURCE: LATEST AVAILABLE F. C. C. FIGURES 
att KRNT RADIO-CBS 
TOTAL RADIO 


in Des Moines, lowa | A Cowles Station 
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available or desired, it doesn’t much 
matter what kind or length of pro- 
gram is choesn. Whether a general 
drama, situation comedy, adventure, 
variety or audience-participation pro- 
gram is aired, the average number of 
male viewers per minute is about 6.4 
million. Suspense drama actually 
gains the largest audience (6.9 mil- 
lion men), while half-hour variety has 
the smallest (5.5 million). The other 
categories, however, attract roughly 
the same size audience. 

A larger spread of viewer prefer- 
ence shows up in the women’s choice 
of programs. Adventure program- 
ming is low with 6.8 million female 
viewers, while situation comedy is 
high with 8.9 million. Smaller differ- 
ences appear elsewhere, with hour-long 
variety and suspense dramas pulling 
8.7 million, quiz and audience-partici- 
pation shows following with 8.5 mil- 
lion and drama shows getting about 
8.3 million. 

Once the westerns are dismissed, a 
difference of less than one million 
viewers is noted among the teen- 
audience figures for any kind of pro- 
gram. The young people appear to 
like quiz shows least (1.8 million 
viewers) and situation comedies most 
(2.8 million), but other types—vari- 
ety, suspense, drama, adventure—all 
get about 2.2 million teens. 

As noted earlier, kids prefer situa- 
tion comedies second only to westerns. 
Lowest in viewers from the juvenile 
standpoint is the half-hour variety 
show (3.0 million), with quizzes (3.1 
million) close behind. 


In adult daytime programming, se- 
rials outrun the competition in terms 
of attracting women viewers (3.2 mil- 
lion), and even snare 1.1 million kids 
to lead in the juvenile field. Strangely, 
children’s western programming at- 
tracts much larger proportionate audi- 
ences of men and women than it does 
kids. 

While the Nielsen figures show that 
the audience per minute of the aver- 
age hour-long show is several million 
larger than that of a half-hour show, 
the preponderance of hour westerns 
and lack of substantial competitive 
programs of the same length obviously 
weights the total. All in all, it would 


Audience Composition 


No. of Viewers (million), 


EVENING Viewing 
(Hour Programs) Homes Total 
a ee 12.0 32.5 
re ee 8.4 21.1 
General Drama ........... 8.3 19.1 
All—Average ........-.. 9.4 23.6 
(Half-hour) 
WENO cadeaVaaks adecencs 10.5 26.2 
aa 9.3 23.4 
Suspense Drama ......... 9.0 20.8 
General Drama ............ 8.6 20.6 
ae Re orerrr 8.3 19.9 
RIND vaneekssaceudssd 7.6 19.0 
ME A cthesgneakeseedane 7.1 178 
RESP Saat ae aoe ee 5.8 14.4 
All—Average ........... 8.5 20.3 
Adult Weekly Daytime 
OME Kctacweseacand 3.1 5.3 
RE TES SB Os nccescasces 2.2 3.5 
2 2 Saar 2.0 3.6 
SUE, 5354540) on0'eks 2.6 4.1 
Children’s Daytime 
Western % hr. ........... 4.1 10.1 
ee 4.7 10.0 
LY ee 3.2 6.6 


seem from the statistics that any ad- 
vertiser on any kind of program is 
assured of a gigantic audience—in 
view of which fact, greatest concen- 
tration could be placed on quality of 
program and effectiveness of the sales 
message, while less attention is paid 
to minor differences in rating points. 


Guess Who’s on First 
Piel’s beer, which might be said to 
be in a very gratifying rut, started 
off the new year with les fréres Bert 
and Harry still keeping a tight grip 
on first place in the American Re- 
search Bureau’s monthly survey of 
best-liked commercials. 
This marks the fourth consecutive 
month that Piel’s has been in the top 


television 


position. 

Moving from third place into the 
number-two notch for January was 
Maypo cereals, exchanging positions 
with Hamm’s beer, which slipped 
back a place this time. Much more 
drastic than Hamm’s retrogression, 
however, was the defection of another 
brew, Falstaff, which dropped off the 
list completely after a record of eight 
consecutive months as a favorite. 

Other drops in popularity were 


suffered by three cigarette commer- 
cials: Winston, which fell from eighth 
to 13th; Chesterfield, down from 14th 
to 19th, and Marlboro. which skidded 
from eighth to 14th. Nineteen of the 
26 commercials on the ARB Decem- 









by Program Type 


Average Per Minute 
Viewing Individuals 


Men Women Teens Children 
9.4 10.7 4.6 78 
65 8.7 2.3 3.6 
6.3 8.2 17 2.9 
7.6 9.4 2.4 4.2 
8.4 94 3.2 5.2 
6.6 8.9 28 5.1 
6.9 8.7 2.1 3.1 
68 8.4 2.3 3.1 
6.6 8.5 18 3.0 
5.9 68 2.3 4.0 
5.5 7.3 2.1 2.9 
4.6 5.9 14 2.5 
6.5 7.9 2.2 3.7 

7 3.2 3 11 
B 1.9 3 8 
5 1.7 4 1.0 
8 2.5 2 6 
2.2 2.4 L5 4.0 
A 1.4 13 6.6 
5 Ll a 4.3 


ber listing showed up in the January 
survey. 

Advances from the previous month 
were made by Post cereals, which 
jumped from 11th to fifth; Campbell’s 
soups, up from 19th to seventh ; Seven- 
Up, which rose from 12th to eighth; 
Chevrolet, going from 19th to ninth; 
Ford, which climbed from 14th to 
10th; Lestoil, with an advance from 
13th to 11th; Kaiser foil, making it 
from 17th to 12th, and Wilkin’s cof- 
fee, going from 19th to 14th. 

Three commercials which reap- 
peared on the latest listing after an 
extended absence were L&M cigarettes 
in 16th place, and Kraft and Tide in 
a tie for the 19th slot. 


Best-Liked Ty Commercials 


Based on ARB’s National Diary Sample, 
Jan. 5-11, 1959 

Rank Commercial and Agency 

1. Piel—Young & Rubicam 

2. Maypo—Bryan Houston 

3. Hamm—Campbell-Mithun 

4. Alka Seltzer—Geoffrey Wade 

5. Post Cereals—Benton & Bowles 

6. Dodge—Grant 

7. Campbell—BBDO 

. Seven-Up—J. Walter Thompson 

. Chevrolet—Campbell-Ewald 

10. Ford—J. Walter Thompson 

11. Lestoil—Jackson Associates 

12. Kaiser Foil—Young & Rubicam 

13. Winston—Wm. Esty 

14. Marlboro—Leo Burnett 

14. Wilkins—M. Belmont Ver Standig 

16. L&M—Dancer-Fitzgerald-Sample 

17. Ballantine—Wm. Esty 

17. Burgermeister—BBDO 

19. Chesterfield—McCann-Erickson 

19. Gillette—Maxon 

19. Kraft—J. Walter Thompson 

19. Tide—Benton & Bowles 


oo 
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HONORING 
RADIO STATION WIBG 
PATRIOTIC CONTESTS 


JUNIOR OLYMPICS 


HONORING 


UNIVERSITY OF DETROIT 
RADIO STATION WJBK 
COLLEGE CAMPUS PROGRAM 
1958 


WIBG (First Place) —“PATRIOTIC CONTESTS” 
WJW-TV AND RADIO —“JUNIOR OLYMPICS” 
WJBK —“COLLEGE CAMPUS PROGRAM” 





HONORING 
P STORER 
BROADCASTING COMPANY 
NATIONAL ADVERTISING 
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WAY OF EIPE 


honored throughout the nation 








Being awarded four 1958 George Wash- We are happy to acknowledge the fact that 
ington Honor Medals by the Freedoms the Freedoms Foundation has recognized 
Foundation at Valley Forge indicates the achievements of WIBG in Philadel- 
the outstanding positiom Storer stations phia, WJW-TV and Radio in Cleveland, 
have attained through public service in WJBK in Detroit and, at the same time, 


their communities, even in America’s Storer Broadcasting Company’s national 


greatest markets. advertising for the fourth consecutive year. 
o's 
A e 

’ © sStorer Broadcasting Company 

Ompr® WSPD-TV WJW-TV WJBK-TV WAGA-TV WITI-TV 

Toledo Cleveland Detroit Atlanta Milwaukee 

WSPD wJuw WJBK WIBG WWVA WAGGA WGBS 
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami 


National Sales Office: 625 Madison Ave., N.Y. 22, PLaza 1-3940 + 230 N. Michigan Ave., Chicago, FRanklin 2-6498 





Judging from the impact CNP’s LIFE OF RILEY is making throughout the land as a syndicated strip, 


there can’t be many citizens left who haven’t laid laughing eyes on that amiable clown. Like, say, Detroit 


—over a million home impressions per week— Number One half-hour NBC TELEVISION FILMS-A DIVISION op 
adult strip series in the market. Likewise in Philadelphia with 963,000 
home impressions weekly, and in Houston with 387,512 home impressions 
a week. — Since millions watch RILEY wherever it’s telecast, what a 


dandy place to put your sales message wherever you want to advertise. CALIFORNIA NATIONAL PRODUCTIONS, INc 











HERE SEEN 
RILEY 
9 
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Public-service 


report 


Commercial stations donate record amount in time and talent in 1958 


etn in the public interest is becoming 
more and more important for stations in all 
parts of the nation and in all sizes of markets. 
As an increasing number of station executives 
has discovered the possibility of building station 
stature with this type of program, the trend to- 
ward putting more care and skill into their prepa- 
ration has grown, and it has seemed worthwhile 
to put them into better and better time slots. 
Last year more public-service programs were 
scheduled for Class A time, with a much smaller 
number relegated to the relative obscurity of day- 
time and late-night hours. As a result of this 
careful preparation and greater exposure, public- 


service program viewing has increased markedly. 

One public-service executive for a group of 
stations in major markets reports two of the pro- 
gram series which were scheduled as public serv- 
ice a year ago are now sponsored in the same time 
slots, and accordingly have been removed from 
the public-service category as covered in the 
TELEVISION AGE surveys. The same thing has hap- 
pened in other cases. 

In 1958, for the fourth straight year, commer- 
cial television stations set another new record 
in the monetary value of the time and talent de- 
voted to public service. The total came to $271 
million, the comprehensive TV AGE survey reveals. 
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This was a 10-per-cent increase over 
the $247-million total contributed to 
public-interest programs in 1957. In 
1956 the comparable dollar figure was 
$189 million and in 1955 $133 mil- 
lion. 

All of these totals are based on sta- 
tion figures submitted to TV AGE in the 
periodic surveys conducted by the 
magazine. In no case has the sample 
been smaller than 20 per cent of all 
commercial stations on the air. Sta- 
tions of all sizes in all types of mar- 
kets and in all sections of the country 
have been included in each survey. 
This year over 30 per cent of the 521 
commercial stations on the air sub- 
mitted complete reports of their public- 
service efforts. 

The master chart on these pages il- 
lustrates the spread of public-service 
broadcasting, not only by size of sta- 
tion but by announcements and pro- 
grams as well. Value of announce- 
ments and ID’s and of program time 
donated is shown for each class of 
station. Value of time of personnel 
devoted to these announcements and 
programs is shown. Figures for 1956 
and 1957 make possible a comparison 
between the amount and value of pub- 
lic service last year with that of pre- 
vious years. 

While the total number of announce- 
ments and ID’s telecast in the public 
interest has shown a tendency to in- 
crease, the number of hours donated 
to programs in this classification has 
remained relatively constant. 

Examining the record of the aver- 
age station (shown at the bottom of 
the chart) shows that the average last 
year was 5,289 announcements and 
ID’s. This compares with 5,132 in 
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1957 and 4,275 in 1956. The value 
of these announcements followed gen- 
erally the same trend, although the 
total for 1958 was slightly under that 
a year earlier. 

Total time devoted to programs by 
the average station came to 274, up 
from the 253 last year but less than 
that a year earlier. Number of these 
programs in 1958 came to 690, up 
from the 672 in 1957. 

An indication of the better time 
slots being used for public service 
is shown by the value of programs 
figured at standard station rates. Last 
year the value of this time devoted to 
public-interest programs came to 
$151,851 on the average station, up 
from the $109 thousand in 1957 or 
the $125,000 in 1956. 

Total value of time and talent do- 
nated to public-service programming 
in 1958 on the average station came 
to $521,098, just over a half-million 
dollars. This compares with a $494- 
thousand total in 1957 and $394. thou- 
sand in 1956. 

Largest stations, those with a Class 
A rate above $1,501, showed a de- 
cided upturn in announcements and 
ID’s last year. The total number of 
public-service announcements on a 
station in this class was 7,131, as com- 
pared to 6,789 in 1957 and 5,825 in 


Value of these announcements was 
off slightly, indicating their use in 
cheaper time slots, or the use of more 
ID’s and 20’s and fewer minute an- 
nouncements. 

The largest stations had a sizable 
increase in the number of public- 
service programs used during 1958. 


(Continued on page 74) 


Public-service record 

of average tv stations 

by classification, 

Totals: 1956, 1957, 1958 
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Value 

i Announcements announcements Hours Value Value time 
. & ID's & ID's Programs donated programs of personnel Total donated 
) 1956 3,454 $85,051 582 274 $52,775 $6,740 $144,566 
1957 3,278 70,858 511 184 32,104 6,749 109,711 
Ist half 1958 2,216 51,621 282 90 15,728 4,418 71,767 
2nd half 1958 = 2,039 16,312 212 90 16,771 3,360 66,443 
total 4,255 97,933 494 180 32,499 7,778 138,210 

ed 

0 1956 3,867 145,015 628 269 67,472 14,291 226,778 
1957 5,723 174,900 513 213 63,363 6,720 244,983 
Ist half 1958 2,717 85,925 251 132 25,736 3,557 115,218 
2nd half 1958 =. 2,598 78,905 287 120 28,729 3,882 111,516 
total 5,315 164,830 538 252 34,465 7,439 226,734 
A 1956 =4,098 267,897 848 314 115,855 18,342 102,894 
1957 = 5,124 323,770 833 313 138,842 17,937 180,549 
Ist half 1958 3,177 161,488 347 129 61,078 9,931 232,497 
2nd half 1958 =. 2,073 116,176 361 144 46,660 7,128 169,964 
total 5,250 277,664 708 273 107,738 17,059 402,461 
0 1956 5,978 393,438 1,061 366 193,026 21,246 607,710 
1957 5,614 570,304 892 295 162,299 15,375 747,978 
Ist half 1958 2,834 286,363 569 163 103,610 10,516 400,489 
2nd half 1958 2,543 271,066 405 162 120,254 13,250 404,570 
total 5,377 557,429 974 325 223,864 23,766 805,059 
UP 1956 5,825 1,317,883 593 318 779,898 38,077 2,135,858 
1957 6,789 1,274,473 835 267 326,310 52,685 1,653,468 
Ist half 1958 3,978 672,320 592 166 240,054 27,625 939,999 
2nd half 1958 = 3,153 516,916 529 219 333,868 29,592 880,376 
total 7,131 1,189,236 1,121 385 573,922 57,217 1,820,375 
GE 1956 4,275 249,587 709 315 125,010 19,321 393,918 
ON 1957 5,132 370,019 672 253 109,865 14,100 493.984 
Ist half 1958 2,837 176,960 346 133 61,609 7,689 246,258 
2nd half 1958 2,452 176,040 344 141 90,242 8,558 274,840 
total 5,289 353,000 690 274 151,851 16,247 521,098 








Veterans’ Day parade is covered by WLw-1 from a special tower 


station in the 
United States is required by 
law to operate “in the public interest, 


very television 


convenience and necessity.” Many 
stations, to the benefit of broadcasting 
in general, the public and, not inci- 
dentally, themselves, go considerably 
further in this direction than the Fed- 
eral Communications Commission 
stipulates. To such stations, this regu- 
lation is regarded as a privilege and 
a challenge. 

What programming in the public 
interest should be and can be has 
been validly defined by Donald H. 
McGannon, president of the ex- 
tremely public-service-minded West- 
inghouse Broadcasting Co.: “We be- 
lieve that public-service programs are 
those which are creat.d originally not 
solely to entertain but also to render 
a basie service to the public and 
further to educate, inform and en- 
lighten the listener or viewer. 

“Please don’t draw from this state- 
ment the inference that public-serv- 
ice programming is not entertaining. 
This is probably a fact that has ex- 
isted in more cases than we choose 
to admit, and it has unfortunately 
relegated this whole important seg- 
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Programming in the 


public interest 


can be a major force 


ie in the community 


Service is the key 


ment of our business into a rather 
dull, lukewarmly regarded effort. 

“It is our conviction that public- 
service programming must, of its very 
purpose, be entertaining, must dis- 
play showmanship, excitement and 
enthusiasm, if it is ever going to 
achieve the lofty heights that we wish 
for it. As practical men, we are 
only too well aware of the certainty 
that the vast bulk of our audience in 
these mass communications media is 
more interested in being entertained 
than it is in being instructed or 
inspired. 

“In further extension of this atti- 
tude, it is our belief that public-serv- 
ice programming can be salable if it 
is good and if it builds and holds so 
strong an audience that advertisers 
are attracted to it. Such sponsorship 
obviously carries with it a dual 
blessing, since our message will be 
reaching greater and greater num- 
bers of people, and, furthermore, it 
represents the return of our invest- 
ment and allows a second oppor- 
tunity to reinvest such funds in new 
areas of endeavor.” 

The Crosley Broadcasting Corp.’s 
philosophy of public service is sum- 


med up by the company as responsibil- 
ity, obligation and privilege of serv- 
ing the people in the communities 
where the Crosley stations are located. 
The organization feels that the meas- 
ure of its community service must go 
far beyond the terms of its franchise. 
In implementing this concept, 
Crosley’s management and individual 
public-service departments do not wait 
until they are asked to do so to put 
public service to work; they seek out 
means of performing it, according to 
a spokesman for the corporation. Ef- 
forts are devoted to searching out the 
problems of city and charitable agen- 
cies and Research is 
conducted on such matters as unem- 
ployment, illiteracy and juvenile de- 
linquency. Then the findings are pre- 
sented to the involved, 
programs are planned, and a television 
production is put on the air. 
Communities throughout the coun- 
try are constantly being served in 
numerous ways by their local tele 


institutions. 


agencies 


vision channels. Programs of benefit 
to the public are virtually limitless 
in scope; they delve into schools and 
education, state and civic activities 
and problems, fund raising, medical 
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and mental health, local politics, law 
and law enforcement, traffic and other 
safety matters, legislative subjects, 
community history and _ growth, 
disaster coverage, religion, vocational 
guidance and advice, old-age retire- 
ment planning, art, music and litera- 
ture and the fundamental freedoms 
of this nation. 

To complement its fourth annual 
summary of the dollar value of pub- 
lic-service programming carried by 
U.S. tv outlets (see “Public-Service 
Report,” page 31), TELEVISION AGE 
went beyond the statistical recapitu- 
lation of “how much” and “how 
often” to find out how the stations 
feel about the programs and an- 
nouncements to which they donate so 
much time and money. 

Public-service directors and other 
station executives were asked for, in 
addition to their thoughts on public- 


affairs telecasting in general, their 
opinions on which type of such pro- 
gramming in particular is most im- 
portant in serving the people of their 
communities, or if all types are re- 
garded as equally important. Fol- 
lowing, in alphabetical order accord- 
ing to city, are some of the views on 
the subject held by station men in 
representative areas around the coun- 
try. 

Says Philip N. Eakins, program 
director of Koat-tv Albuquerque: 
“Personally, I consider school and 
educational programs of paramount 
importance, particularly because our 
community at this time is facing one 
of the fastest-growing school-need 
problems of any city in America— 
estimated need this year alone: 25 
schools at a cost of $6 million. With 
our bilingual problem, the need for 
educating an apathetic and sometimes 


North Carolina Symphony Orchestra concertizes as a public service on WFMY-TV Greensboro 





badly informed public becomes ex- 
ceedingly great. 

“However, my thinking on this is 
colored by a strictly regional prob- 
lem. I believe that all public service 
deserves a fair share of attention, 
and certainly none of it can do harm 
when handled properly. All other 
things being equal, I prefer to allot 
my public-service time on an equita- 
ble basis, but, alas, the fund raisers 
are the most insistent, and I fear 
they wind up with more time—‘it’s 
the squeaking wheel that gets the 
grease.” ” 

Also in Albuquerque, KoB-Tv de- 
votes a great amount of time and 
effort to public service, because, 
states George S. Johnson, general 
manager of the station, “we feel it 
is a part of the character of KoB-TV. 
When there are no active campaigns 


in progress, we probe for some 
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Lorser Feitelson discusses 


needed public-service feature. For 
example, we are now carrying a 
series of ID’s reminding viewers of 
the large, new industries in this lo- 
cality. 

“With a great influx of new popu- 
United 


States, our most important effort at 


lation from all over the 
KOB-TV is to unify the spirit of our 
new population. We emphasize the 
progressive steps in our growth, new 
industries, the ideal working condi- 
tions in a clean, healthful climate 
and the many historic and _ recrea- 
tional places to visit. We feel this 
continuing effort invokes a more ac- 


tive interest in aiding the progress of 


” 


our community 

Percy Hearle, who heads the public- 
service department at WAGA-TV At- 
lanta with the title of community- 
projects director, says that he con- 
siders the advancement of urban 
renewal one service of prime im- 
portance to the community. “Slums,” 
he notes, “are costly from any angle 
—it is a proven fact that it costs more 
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to keep human beings in slums than it 
does to house them decently in well- 
ordered neighborhoods. 

“We at wacGa-Tv have therefore 
done many things which have definite- 
ly contributed to toward 
eradication of blight in the closed-in 
areas surrounding the heart of down- 
town Atlanta. The city has been 
awarded a plaque by a national maga- 


progress 


zine for the progress made in slum 
clearance, and the mayor of Atlanta 
has publicly credited the work done 
by wacGa-Tv’s public-service depart- 
ment as contributing to this success.” 

WLw-a, the Crosley Broadcasting 
Corp. outlet in Atlanta, believes, along 
with the general philosophy of all the 
Crosley stations, in a public-service 
policy presented with initiative, re- 
sponsibility and continuity. And in 
carrying out this concept, the station 
pursues a course of year-round pro- 
gram series rather than one of single 
programs. 

Arnold Wilkes, director of public 
affairs and 


education for WBAL-TV 
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art on one of a series of cultural programs over KRCA 


Baltimore, believes that “the impor- 
tant service is the one the community 
needs at the moment. We've done 
all types of public-service programs, 
and their effectiveness depends on 
their need, the best production avail- 
able, and upon seeing that the par- 
ticular show actually produces a 
service of value to as large a group 
as possible. We must produce either 
money or community regard.” 
WNEM-TV Bay City, Mich., is cur- 
rently stressing public-service pro- 
grams which urge greater adult in- 
terest in education and its problems, 
thus tending to inspire interest in 
for the 
youth of the station’s area. “We 
feel,” declares Tom Matthews, direc- 
tor of operations, “that if we can 


more and better education 


achieve any measure of improvement 
in educational opportunities and ac- 
complishments, we will have had the 
best possible effect on the future of 
our area.” 

station is 
presently halfway through a series of 


Toward this end, the 



































1por- 
unity 
done 
rams, 
s on 
avail- 

par- 
es a 
zroup 


either — 


$s cur- 


pro- 


It in- 
ylems, 
est im 
yr the 
“We 
direc- 
e can 
yement 
nd ac- 


ad the 


ure of 


ion is 
sries of 








39 programs presented in cooperation 
with and under the auspices of the 
Michigan Education Association and 
titled Pinpoint. This is the first time, 
according to Mr. Matthews, that the 
MEA has undertaken any such project 
on a commercial tv station. Theme of 
the series is: “These are your schools, 
and only your interest and help can 
meet their future needs.” 

A form of programming in the 
public interest that can be especially 
helpful to the community is exempli- 
fied by a presentation over WBRC-TV 
Birmingham last year. A remote tele- 
cast, aired as a public service by the 
station, showed the facilities avail- 
able to the public, free of charge, at 
a new county anti-tuberculosis clinic; 
the show also provided public recog- 
nition for the work done by numerous 
volunteers in the fight to stamp out 


th. 























Crosley president Dunville chats with general 
after wLw-t Air Materiel Command program 


Air-defense program on KRDO-TV 


The value of the program, accord- 
ing to Keith E. Barze, warc-Tv’s pro- 
gram director, lay in its “offering” 
the clinic’s services to many people 
who probably were not even aware 
that the clinic existed before they saw 
it on the show. 

WLW-T, the Crosley station in Cin- 
cinnati, has a current program (Sun- 
days, 1-1:30 p.m.) which admirably 
illustrates the Crosley concept of seek- 
ing out means of performing public 
service. It is Situation Wanted, pro- 
duced with the cooperation of the 
Ohio State Employment Service and 
other non-profit organizations. 

The public-affairs department of 
WLW-T faced the fact that there was 
an increase in unemployment, re- 
searched it, approached the OSES, and 
the program series resulted. Each 
week prominent business leaders form 
a panel to interview three typical per- 








Results 
have been more than satisfactory, re- 


sons seeking employment. 


ports the station: 50 per cent of those 
interviewed have been placed in jobs. 

Asserts Robert E. Huber, public- 
service director at wJw-Tv Cleveland: 
“We regard our education category 
to be the most important and the 
most challenging aspect of our pub- 
lic-service programming. Overcoming 
the stigma against ‘educational public 
service’ has been a specialty of this 
station. The public in general seems 
to be interested in knowledge, but 
the mere term ‘education’ scares them 
away. It has therefore been the in- 
tent of this staff to present enter- 
taining as well as informative educa- 
tional programs, and we feel we have 
been particularly successful in this 
field. 

“Just as no one college course can 


educate a student, so no one public- 


Paul Dudley White answers question on WMAR-TV 


















service program can ever enlighten a 
viewer. WJW-TV's public-service pro- 
gramming is designed for proper bal- 
ance in all fields, with particular 
appeal to the community it serves. It 
is our belief that good local public- 
service programming pays off with 
added viewers and good community 
relations. 

“However, it takes the cooperation 
of many outside agencies that must 
be educated in the proper use of tele- 
vision. We have been successful in 
conducting workshops for our public- 
service participants. In talks before 
local groups we constantly empha- 
size the fact that local public-service 
programming will not improve until 
the public is willing to support it.” 

To be of real public service, says 
John F. Cox, public-service director 
at wBNS-TV Columbus, Ohio, “a sta- 
tions’ public-affairs programming 
should be reflective of the needs and 
interests of the viewers in its cover- 
age area. The networks supply cover- 
age of national problems in a manner 


Basic Russian is taught 
twice weekly over WRGB Schenectady 


that is difficult to beat. We have the 
role of doing likewise with problems 
of a local nature within our viewing 
area. We do not, however, omit all 
subjects of national concern. Through 
various programs we feature these to 
a lesser degree. 


Town Meeting 


“Typical of this blend of local and 
national highlighting of problems is 
our Columbus Town Meeting, a one- 
hour discussion program each Sunday 
which brings to Columbus many na- 
tionally known authorities on various 
subjects. Viewers participate by call- 
ing in questions during the last half- 
hour of the show. This is the only real 
‘town meeting’ type of program avail- 
able to the people of central Ohio.” 

The Columbus, Ohio, Crosley out- 
let, WLW-C, regards all types of pub- 
lic-service programming important in 
their own fields, “so we try,” says 
Mrs. Betty B. Shepherd, public-service 
coordinator, “to give a fair amount 
of programming to all categories—as 


\ 


BEPBHI < FIRST 


AICCTBEHHWK = Agric aunt 


much as time permits. 

“Since Columbus is a more or less 
metropolitan and industrial commu- 
nity in an extensive agricultural area, 
our audience is diversified, and there- 
fore our public-service policy is equal- 
ly diversified: religious programs, 
educational! programs of a continuing 
nature, political telecasts on a once-a- 
month basis, civic problems and ac- 
tivities in a weekly program series, a 
counseling program every Sunday 
afternoon and daily early-morning 
agricultural coverage.” 

The same all-around public service 
is performed by still another Crosley 
station, WLW-D Dayton. “We are striv- 
ing,” reports the station’s program di- 
rector, Paul C. Law, “to present a 
balance of public-service programs, 
serving as many as possible of the 
interests of our viewers. It is our feel- 
ing that we can best serve these inter- 


ests—and therefore our audience—by 
offering a well-rounded and varied 
schedule of all kinds of public-affairs 
programming.” 














wcax-Tv Burlington offers a course in science . . . 


Although, like most stations, it 
considers all types of public-service 
WJBK-TV 
Detroit puts its greatest emphasis in 
this direction on the field of medical 
and mental health. To do so, the 
station employs intensive and specific 


programming important, 


spot campaigns in combination with 
programs produced in cooperation 
with the Michigan State Medical So- 
ciety, including a weekly Court of 
Health show and frequent one-time 
presentations. 

Orville F. Burda, general manager 
of KpIx-Tv Dickinson, N.D., gives a 
good example of television’s greater 
impact even in the area of public 
service: “A series of three programs 
on three consecutive days over KDIX- 
TV prior to last Christmas, totaling 
two-and-a-half hours of air time, 
raised for the local VF W post all the 


: while wMpp-tTv Peoria proffers music instruction 


necessary funds and items of food- 
stuff, clothing and toys to provide a 
happy holiday for needy families in 
the area. 

“This used to be strictly a radio 
promotion taking 15 hours of air 
time over a period of five days. The 
two-and-a-half hours of television 
produced more money and other 
items than had ever been raised be- 
fore.” 

An ambitious public-service -effort 
is offered by KvAL-Tv Eugene, Ore., 
every Saturday Called 
Week-end, the varies in 


length from one to four hours and 


afternoon. 
program 


is a local-live and film production 
covering very nearly everything in 
the public-interest field. Represented 
on the stanza are local school dis- 
tricts, police agencies, churches, the 

(Continued on page 99) 


Station 


public-service 


directors 


Following is a list of the public-service 
directors (or otherwise-titled heads of 
public-service programming) of those 
commercial television stations in the 
United States with special public- 
service departments. Where there is no 
station listing, public-affairs programs 
are under the supervision of the sta- 
tion manager or the program director. 


ALABAMA: 
Montgomery: 


WSFA-TV: Burt Lydic. 


CALIFORNIA: 

Los Angeles: 
KNXT: William Whitley. 
KTLA: Gil Martyn. 


(Continued on page 98) 
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FCC * 1959 model 


FCC Chairman Doerfer believes the less government regulation the better 

















oday, one year after the House 

Subcommittee on Legislative 
Oversight launched its investigation 
of irregularities in Government reg- 
ulatory agencies, the Federal Com- 
munications Commission is a much- 
changed body. Outwardly, its mis- 
sion and objectives remain un- 
changed, but its internal administra- 
tion and techniques of achieving 
those objectives have undergone pro- 
found alteration. 

Some of the changes, to be sure, 
are merely reflections of the ever- 
changing political makeup of the 
commissioners, and still others mir- 
ror the swift development of the in- 
dustries, notably which 
the FCC must regulate and with 
which it must keep pace. 

But there is no gainsaying the in- 
escapable fact that the impact of 
the Congressional investigations, fol- 


television, 


lowed quickly by indictments and 
court actions remanding previously 
awarded station licenses back to the 
commission for further consideration, 
forcing those 


has been great in 


changes and inspiring others. In 
terms of doing business, morale, staff 
relations, etc., the effect is clear and 
unmistakable. 
Reaction of the 
themselves to recent developments in 


commissioners 


Congress and the Justice Department 
varies according to the philosophies 
of the 
These philosophies, in turn, color the 


individual commissioners. 
future direction of the commission as 
a regulatory agency. 

Chairman John C. Doerfer, for ex- 
ample, says nothing has happened to 
alter his view that the less regulation 
of the broadcasting industry by the 
Government, the better for all con- 
cerned. His viewpoint is best summa- 
rized in his comments on proposals 
to require a hearing on applications 
for sale, transfer or assignment of a 
broadcast license. 

“The net effect of requiring a hear- 
ing for every major business decision 
a broadcaster makes can only serve 
to blunt or debilitate his zest to con- 
duct a successful public - serving 
broadcasting station,” he said. “Con- 
gress intended that the broadcast in- 
dustry develop within the framework 
of the free-enterprise system. It is a 





good broadcasting system—the best 
in the world. It is worth protecting. 
“It has some flaws, but not un- 
like free government, to paraphrase 
Churchill, it is the worst kind—ex- 
cepting all those already tried. To 
snip away some more of the basic 
characteristics of this system can only 
press it further to the brink of a com- 
pletely regimented industry.” 
Aligned with Mr. Doerfer in his 
attitude towards the 
FCC’s role are commissioners T. A. M. 


conservative 


Craven, a former vice president of the 
Cowles Broadcasting Co., and John 
S. Cross. In varying degree all three 
usually vote alike—that is, against 
further Government regulation. 

Almost diametrically opposed to 
this position is commissioner Freder- 
ick W. Ford and, to a lesser extent, 
commissioner Robert T. Bartley. Mr. 
Ford, who had service on the FCC 
staff level several years ago, says that 
Government abdicates its responsibil- 
ity in adopting a laissez-faire policy 
with respect to any industry. 

Abuses of power are evident on all 
levels within the television industry 
and should be firmly corrected by 
vigorous enforcement of the FCC’s 
regulatory powers and by broadening 
those powers where necessary. The 
Capitol Hill investigations and dis- 
closures have reinforced his view, Mr. 
Ford believes. 

Mr. Bartley, the former Yankee 
Network official in Boston, tempers 
his belief in tighter Government con- 
trol with an appreciation of the eco- 
nomic realities in operating a station. 
His view of the future, he says, is 
therefore a blend of the philosophical 
with the practical — tighter regula- 
tion of the industry, yes, but strangle- 
holds, no. 

Messrs. Craven and Bartley are the 
only two members of the present com- 
mission who are former broadcasters. 

Commissioner Rosel H. Hyde, a 
former chairman, bespeaks a middle- 
of-the-road position with respect to 
the FCC’s future role. A career Fed- 
eral employe, Mr. Hyde is a stickler 
for absolute adherence to the letter of 
the law, believes strongly that when 
the FCC departs from that standard 
it gets into trouble. 

(Continued on page 111) 











































Investigations have 
changed many techniques 
but commission’s goals 


remain the same 
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Banks and savings 
institutions 


Tv proves Prowess q 





B™ and savings-institution ad- 
vertising is continuing its up- 
ward course. In 1959 commercial 
banks alone, according to the Ameri- 


can Bankers Association, will spend 


$143 million on advertising. This can 








be compared to some $35 million 
only 10 years ago. Mutual savings 


banks showed a similar increase. 
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of their advertising money in tele- 





vision. Informed opinion is that this 





television percentage has increased 
since then. 

There is still, however, a selling 
job which television should do. While 
banks and savings institutions that 
have used television have outstanding 
success stories to tell, many which 
have not used the medium point to 
the comparatively high initial costs 
of tv. An ABA questionnaire showing 
what advertising medium each bank 
uses reveals that the largest number 
of banks use newspaper advertising, 
followed by direct mail and calen- 
dars. Television on this basis was 
far down the list. 

Included here are a number of 
typical commercial and savings-bank 
success stories. Those below give in 


some detail how these plans were 





worked out and what the results were. 


Stories in the column at the right 





are summarized. 


Best for Banks 





“Contrary to the tradition of the 
industry, we feel that television is 
the best medium for bank advertis- 


ing,” says G. Don Curphey, vice 


bo 


ess MF sociting bank deposits or selling services 
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president in charge of the First Na- 
tional Bank of Amarillo account with 
the McCormick Advertising Co., 
agency. “Our research, plus the re- 
indicates that 
readership of financial advertising is 
low and that it needs the impact and 


search of others, 


two-front attack available only 
through tv.” 

The bank as present is spending 
55 per cent of its total advertising 
budget for television. Its schedule 
on two Amarillo stations calls for 
alternate sponsorship of a syndicated 
half-hour on Saturdays, major-minor 
sponsorship on two 10 p.m. news- 
casts weekly, sponsorship of a net- 
work news show once a week and a 
10- and 20-second spot schedule. Most 
commercials are live, although some 
are sound over telops. 


Louisville Banks Like Tv 


Given a chance to prove itself as 
a banking-services salesman, tele- 
vision often becomes the leading ad- 
vertising medium for financial in- 
stitutions. 

In Louisville, for example, at least 
nine banks and savings institutions 
are regular advertisers on the two 
television stations. 

Probably the pioneer user of tele- 
vision is the Greater Louisville First 
Federal Savings & Loan Association, 
which is now in its 32nd year on 
radio and its 10th in television. It 
spends 60 per cent of its budget in 
tv, with the remaining 40 per cent 
equally divided between radio and 
newspapers. 

It started on radio with an early- 
morning program of march music, 
with commercials by Gustav Flexner, 
vice president and secretary and one 
of the founders of the institution. 









This quarter-hour program is still 
being carried on three radio stations 
in the area. 

When WAVE-TV went on the air in 
1948, the bank began using tv, buy- 
ing much the same type of program 
it uses today, a daily five-minute 
weather forecast (6:05-6:10 a.m.) 
on Today. When WHAS-TV went on 
the air in 1950, the banks began 
sponsoring the 10:30 p.m. weather, 
a program which it still buys. Since 


1951 it has sponsored a segment of 


the wHas-Tv children’s show, T-Bar- 
V Ranch, as special promotion for 
children’s savings accounts. 

Its years in television have marked 
a tremendous growth in Greater 
Louisville, until today it is one of 
the largest institutions of its kind 
in the country and the largest in the 
state of Kentucky. Insured accounts 
are 10 times what they were 10 years 
ago. 
L. Frank Withers is president of 
Greater Louisville, which has five 
branches in addition to its main 
office in the heart of the city’s busi- 
ness district. In its 42 years, the 
institution has had nearly 50 thou- 
sand savers and investors from all 
over the world. Some 25 thousand 
children have deposited more than 
a million dollars with the firm. 

Commercials emphasize services 
offered. Mr. Flexner stresses the im- 
portance of savings, the right to own 
a home, the need of helping the 
community through home improve- 
ment and the free parking and other 
conveniences of Greater Louisville’s 
branch offices. 

“I have great faith in radio and 
television,” says Mr. Flexner. “I 
know they bring business in, and 
that is why I have been so consistent 
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Selling with Tv 


Albuquerque National Bank, Albu- 
querque. Mrs. Lillian Dolde, vice presi- 
dent; agency Ward Hicks Adv., with Phil 
Wilmarth account executive. Buys spots on 
Koat-tvy Albuquerque. Annual budget: 
$8,000. 


American Fletcher National Bank & 
Trust Co., Indianapolis. Sponsors news 
(10-10:15 p.m., Sun.) wiw-1 Indianapolis. 
Also buys ID’s in Class AA time. 


Amarillo National Bank. B. T. Ware Ul, 
vice president. Buys animated spots, both 
10’s and 20's on KFpA-tv Amarillo. Monte 
Rosenwald & Assoc., agency for the bank, 
prepared storyboards for the spots, which 
were purchased through Ad-Vantage Film 
Sales. Spots are based on a humorous theme 
and plainly point up fact bank “has money 
for sale.” The theme is “Ask for it by name 
—M-O-N-E-Y, money.” The bank spends 
some 30 per cent of its budget on television. 
“The spots have been very effectively used,” 
says Mr. Rosenwald. “A direct result of 
their use has been felt, particularly in the 
installment loan department on home im- 
provement and car financing.” 


American National Bank, Amarillo. 
Frank Paul Jr., president. The bank spends 
half of its advertising budget in tv, cur- 
rently buying the 10 p.m. news on KFDA-TV 
Amarillo and seven spots each week in 
Class A and AA time, as well as some spots 
in a morning news show. Both news shows 
are presented by station personality Ralph 
Wayne. Jim Odom and Jack Word, who 
handle the bank’s advertising, have adopted 
an identifying character, a drawing of an 
American Indian, who appears on all copy, 
display advertising etc. “Our advertising,” 
Mr. Odom says, “has materially aided in 
increasing basic deposits by over 20 per 
cent. We like our tv advertising.” 


Arsenal Savings & Loan Co., Indian- 
apolis. Buys minutes, 20's and ID’s in spe- 
cial saturation campaigns on WLW-1 Indian- 
apolis. 


The Bank of America, with branches 
throughout California, buys schedules on a 
number of stations in the state. Typical is 
that on KNxT Los Angeles, where the bank 
uses ID’s and 20's in night time, concen- 
trating its drive toward the end of the year 
for the usual reinvestment period. Annual 
budget on KNXxT: $21,000; total budget on 
tv: $250,000. 


Bank of Madison, Madison, Wisc. Paul 
Schroeder, president. Currently sponsors 
the Empire Productions syndication, The Roy 
Rogers Show (5:30-6 p.m., Sun.), on WKOW- 
Tv Madison. Bank selected the program to 
appeal to children in a campaign to add 
savings accounts. As an added incentive 


(Continued on page 91) 


Programming picture 


Network changes, 


in nearly every instance, 


improve share of audience 


~— television viewers have 
been surprised on occasion this 
season by sudden changes in network 
evening program schedules. They may 
be even more bewildered as some last- 
minute switches are made in coming 
weeks. 

Have these changes in individual 
network schedules resulted in bigger 
audiences, or have some disastrous 
mistakes been made? It would appear. 
from available rating reports, that 
each network has a pretty high bat- 
ting average in areas where a new 
program was introduced or where an 
old program was sent to a new time 
slot. 

Whether this is the result of bril- 
liant guesswork, sage analysis of com- 
petitive weakness or pure luck is at 
this point an interesting but difficult 
question. It is probably a combina- 
tion of all three, with qualitative re- 
search information playing a crucial 
role in determining how an evening 
can be doctored. 

Perhaps the most dramatic change 
is NBC-TV’s decision to move The 
Steve Allen Show from an 8 p.m. to a 
7:30 starting time on Sunday some- 
time in April. The show will open at 


the same time ABC-TV’s Maverick 
does, and will have a half-hour jump 
on CBS-TV’s Ed Sullivan Show, al- 
though it will run smack into CBS- 
TV’s Jack Benny Show and Bachelor 
Father, which alternate from 7:30-8 
p-m. Industry pundits will be watch- 
ing that one closely. 

To date this season ABC-TV has 
made six changes, of which five can 
be considered successful ; CBS-TV has 
made four important changes, and all 
of them appear to be an improvement. 
and NBC-TV has made six alterations 
in its schedule, of which four clearly 
were smart moves. 

For the most part, A. C. Nielsen 
figures have been used to determine 
whether an individual network has 
improved its position by re-program- 
ming a time period. Comparative na- 
tional figures are used by CBS-TV, 
while comparative Nielsen Multi-Net- 
work Area reports are used to analyze 
ABC-TV and NBC-TV moves. Only 
shares are given, since actual ratings 
would be no indication of the rela- 
tive standing of a program at this time 
of year. On occasion, where Nielsen 
reports were’ not available, compara- 
tive Arbitron figures are given. 
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Keep Talking finds new audience 


ABC-TV this season has made 
changes on Sunday, Monday, Tues- 
day and Saturday evenings. With one 
exception, the changes have resulted 
in larger shares. As an example, the 
network replaced Traffic Court on 
Sundays at 9:30-10 p.m. with Colt .45, 
and more than doubled its share of 
audience. Nielsen MNA figures: Traf- 
fic Court in October, 12.4 share; 
Colt 45 in January, 30.6 share of 
audience. 

Deadline for Action, which has just 
gone into the 9:30-10:30 p.m. Sun- 
day time period, does not as yet have 
a Nielsen report. 

On Monday evening Jubilee U.S.A. 
(7:30-8:30 p.m.) was replaced by sev- 
eral programs when it was moved to 
Saturday night. The October 1 MNA 
gave that time period a 10.9 share of 
audience. The 7:30-8 p.m. slot, which 
got a 12.8 share in October, was filled 
by Tales of the Texas Rangers, two 
out of every three weeks, and its share 
in January jumped to a 23.0. How- 


ever, the 8-8:30 p.m. period was filled 


by Polka Go-Around on those same 
weeks, and it increased the share of 
audience, too—from an 8.8 in Octo- 


15 











CBS-TV’s Trackdown increased audience 


ber to an 18.1 in January. 

Also in that 7:30-8:30 p.m. time slot 
Shirley Temple’s Storybook is telecast 
every third week, and again increases 
in share were registered. In October 
the over-all share for the hour was 
10.9, and in January it was 31.3. 

ABC-TV made another change on 
Monday night, and this one resulted 
in a drop in share of audience. From 
9:30-10 p.m. Anybody Can Play re- 
ceived a 16.4 share, according to the 
October MNA, while its replacement, 
Dr. I. Q., got a 14.8 share, according 
to the January MNA. 

The Tuesday-evening 10-10:30 pe- 
riod also underwent a change, and 
again the results were affirmative. 
Confession, according to the October 
Nielsen MNA, got a 20.4 share of 
audience, while its replacement, Alcoa 
Presents, got a 33.8 share of audience, 
according to the January MNA. 

Jubilee U.S.A. was moved from 
Monday evening to Saturday evening 
(8-9), replacing Billy Graham. Again 


share of audience jumped—from an 


11.3 in October to a 16.2 in January. 

Midseason changes in the CBS-TV 
schedule occurred on Wednesdays, 
Fridays and Sundays. On Wednesday, 
Pursuit, an hour-long program run- 
ning from 8-9 p.m., averaged a Niel- 
sen national share of audience of 18.2 
until the time it went off. Arbitron 
figures for the same period gave it an 
average share of 19.5, closely parallel- 
ing Nielsen reports. It was replaced 
by two half-hour shows—Keep Talk- 
ing, which was moved out of the Sun- 
day 10-10:30 p.m. time period, and 
Trackdown, which was moved out of 
the Friday 8-8:30 p.m. period—and 
since it is too early for Nielsen returns, 
recent Arbitrons give the only indica- 
tion of whether the time period was 
improved. 

An Arbitron report for Feb. 11 gave 
Keep Talking a 19.2 share and Track- 
down a 25.2 share for an average 
share for the hour of 22.2. This com- 
pares to the 19.5 average share 
awarded to Pursuit by Arbitron in 


that time period, and is an indication 


Black Saddle scored a 35 per cent jump in share 
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(Advertisement) 


T.Y. spot editor 


A column sponsored by one of the leading film producers in television 





SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Miss Rheingold of 1959, Robbin Bain, has been selected in the second largest election 
in the country. The five minute spectacular, featuring Marge and Gower Champion 
and introducing the six contestants, and asking the public to vote, was a most impor- 
tant feature in this campaign. Produced by SARRA for LIEBMANN BREWERIES, 
INC. through FOOTE, CONE & BELDING. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


This new ST. JOSEPH ASPIRIN FOR CHILDREN spot combines stop-motion, ani- 
mation and live action. It stresses the fact that the proper dosage is in each tablet 
and that the safety cap protects them from busy little hands. The Regular ST. 
JOSEPH ASPIRIN is also sold with dignity to make ST. JOSEPH the “Family 
Aspirin Pair.” One of a series created and produced by SARRA for PLOUGH, 
INCORPORATED through LAKE-SPIRO-SHURMAN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 









“Nancy has a boy friend . . .” chants little sister as she twirls her beautifully “ALL” 
laundered dress. The rhythm of her motion. is the device used to show the rhythm 
of the washing machine where “ALL” conquers the suds overloading problem. One 
of a series produced by SARRA for LEVER BROTHERS COMPANY through 
NEEDHAM, LOUIS and BRORBY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


SYRACUSE CAREFREE CHINA is all that the name implies. Real china that is 
dish water proof, stain proof and oven proof. The translucency shows the fine quality 
of the china and an amazing demonstration of hammering a nail through a wooden 
board with a coffee cup shows why it is guaranteed for a year against breaking, chip- 
ping or cracking. Produced by SARRA for SYRACUSE CHINA CORPORATION 
through REACH, McCLINTON and CO., INC. 











SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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that the switch was a successful one. 

Again using Arbitron, it appears 
that The Millionaire, which follows 
Trackdown on Wednesday nights, was 
favorably affected by the change. Be- 
fore the two half-hour programs were 
introduced on Wednesdays, The 
Millionaire was awarded an Arbitron 
share of 23.6. After the switch, accord- 
ing to Arbitron on Feb. 11, the series 
got a 30.6 share of audience. 

CBS-TV’s Friday-evening line-up 
also underwent a change. Trackdown, 
as noted above, moved to Wednesday 
nights, and The Jackie Gleason Show, 
which followed Trackdown from 8 :30- 
9, was dropped. This hour was filled 
with a new western, Rawhide, which 
made a considerable improvement in 
the schedule. 

In that Friday-evening time slot (8- 
9) the total average share from the 
point of the two programs were on 
until the time the change was made 
amounted to 34.0, according to Niel- 
sen. Trackdown’s average share 
amounted to a 37.3, while Gleason 















Scene from NBC-TV’s Steve Canyon 


came up with a 30.5 average share. 


The first two available Nielsens on 
Rawhide gave the program a 38.1 and 
a 40.5 in that order for an average 
share of 39.7—a respectable increase. 

It is interesting to note that in its 
old time period Trackdown managed 
to increase its share slightly—from a 
36.4 at the start of the season to a 
39.3 when it was moved. The Gleason 
show, on the other hand, started with 
a 34.0 and began to fall off. When it 
was dropped, the show had a share of 
30.8. 

Although it is too early to tell 
whether the introduction of Rawhide 
will have a beneficial effect on The 
Phil Silvers Show, which follows it, 
early indications are that the effect 
will be good. Prior to the switch 
Silvers had an average Nielsen share 
of 31.1, and the first Nielsen follow- 
ing the change gave it a 34.5 share. 

From Sundays, 10-10-30 p.m., CBS- 
TV moved Keep Talking over to 
Wednesdays and replaced it with 
Richard Diamond. Since it is still too 





early to come up with comparative 
Nielsen figures, Arbitron gives the 
only indication of whether the time 
period was improved. It appears it 
was, The average share of Keep Talk- 
ing on Sunday evenings, according to 
Arbitron, amounted to 22.6, while the 
first Arbitron share for Richard Dia- 
mond on Feb. 15 amounted to 33.8. 
What's My Line, which follows it, has 
been getting an average Arbitron 
share of 41.2, and with the introduc- 
tion of the new program on Feb. 15 
What's My Line increased its share 
to 43.1. 

In these CBS-TV changes, it ap- 
pears that no particular programming 
trend dictated decisions. A new west- 
ern came in, a comedy went off, a 
detective series started, and a panel 
show found a new and apparently 
more amenable time slot. 

NBC-TV, with six major changes 
in its evening line-up this season, can 
claim a fairly high batting average. 
With those changes, the network re- 

(Continued on page 110) 
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LAUGH THINK SCARE CRY 


IT TAKES ALL KINDS OF SHOWS...TO SELL ALL KINDS OF PRODUCTS. .# 
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J ALL KINDS OF PEOPLE...AND McCANN-ERICKSON TV COVERS THEM ALL! 





ETHICS BILL. A new bill designed 
to restore and assure ethical practices 
by the Federal Communications Com- 
mission and other regulatory agencies 
has been reintroduced by Representa- 
tive Oren Harris (D-Ark.), chairman 
of the House Legislative Oversight 
Subcommittee, whose _ sensational 
revelations of influence-peddling last 
year started a cycle of many head- 
lines and some reforms. 

Mr. Harris’ bill would provide 
penalties for persons making im- 
proper approaches to Federal regula- 
tory agencies. It calls for fines of 
not more than $10,000 and imprison- 
ment of not more than one year, or 
both, for persons convicted of wil- 
fully and knowingly violating the 
bill’s provisions against improper in- 
fluence. 

It also demands full public dis- 
closure of any approaches to six reg- 
ulatory agencies, including written 
and oral communications by anyone, 
on proceedings pending before such 
agencies. At a news conference, Mr. 
Harris said it covered personnel of 
Congress and the White House. 

In general, then, the bill follows 
the recommendations of the former 
Harris subcommittee in its report. 
Mr. Harris said that hearings would 
begin shortly. Most observers here 
expect it to pass. 


HARRIS FUNDS. Mr. Harris also 


announced that he would request 
$200,000 to re-establish his subcom- 
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mittee and to broaden the scope of 
its investigation. He also said he 
would request an additional $150,000 
to initiate a study on the radio 
spectrum allocation by a special sub- 
committee on communications and 
power. 

Under the Harris plan, both the 
legislative oversight group and the 
unit on communications and power 
would be subcommittees of the House 
Interstate and Foreign Commerce 
Committee, of which Representative 
Harris is also chairman. 

Meanwhile, one of the cases which 
touched off the legislative oversight 
subcommittee’s charges provided 
some juicy material during the hear- 
ings on the award of channel 5 in 
Boston to the Boston Herald-Traveler. 
The vice president of the competing 
Boston Globe, John I. Taylor, testi- 
fied that his organization had pro- 
tested the award to the White House. 

On Jan. 4, 1956, an FCC examiner 
gave an initial decision in the case 
in favor of Greater Boston Television 
Corp., an independent group. But on 
Dec. 19, 1956, the commission over- 
ruled the hearing examiner and gave 
the channel to the Herald-Traveler, 
which operates radio WHDH. 


GLOBAL AFFAIR. The Globe, Mr. 
Taylor testified, was extremely upset 
by the leaked report of the commis- 
sion’s action because it feared the 
economic impact of a tv station in the 
hands of its primary competitor. He 
reiterated old charges that Herald 
publisher Robert B. Choate had said 
that he would drive the Globe out 
of business with his station, a charge 
Mr. Choate has denied. 

The Globe letter to the White 
House pointed out that a tv station 
could bring in a net profit after taxes 
of about $1 million and that it would 
be “extremely unfair for the FCC to 
give one of the two New England 
newspapers this decided financial ad- 
vantage.” 

But, alas, said Mr. Taylor, the plea 
fell on deaf ears at the White House. 
Gerald D. Morgan, then counsel to 


Washington Memo 





















President Eisenhower, replied that 
the White House never intervened in 
the affairs of regulatory agencies and 
could not make an exception in the 
Boston case. He nevertheless agreed 
to send the letter on to the FCC with- 
out comment. 

Not even talks with Senators John 


F. Kennedy (D-Mass.), Leverett 
Saltonstall (R-Mass.), Representa- 
tives John McCormack (D-Mass.) 


and Joe Martin (R-Mass.) could give 
Mr. Taylor and his cousin, Globe 


publisher Davis Taylor, any comfort. 


TAYLOR TUNE. The Taylors then 
embarked on another round of visits 
with Washington officialdom, having 
dinner with Maxwell M. Rabb, Sec- 
retary to the Cabinet, and talking on 
the phone with Sherman Adams, then 
Assistant to the 
marked man in 
Still to no avail. 

An earlier witness in the hearings 
was Mr. Choate himself, who testi- 
fied that he called at the White House 


several times while the channel 5 


President and a 


laffaire Goldfine. 


case was pending, spoke frequently 
with his friend Sherman Adams, but 
insisted he did not discuss the merits 
of the channel 5 situation, “except as 


casual conversation among old 
friends.” 
Another witness, retired Boston 


banker Charles F. Mills, testified that 
he had arranged two luncheon meet- 
ings of Mr. Choate and George C. 
McConnaughey, then FCC chairman. 
The meetings, he said, were arranged 
at Mr. Choate’s request. But there 
again channel 5 was not discussed, 
Mr. Choate testified. 

Why, then, asked Judge Horace 
Stern, presiding special examiner, 
did Mr. Choate want to meet Mr. 
McConnaughey? Replied Mr. Mills: 
“He wanted to size him up.” 

Whether such a meeting could be 
considered an ex-parte contact is a 
moot question. The point is that such 
meetings are bound to cast suspicion 
on commissioners and _ petitioners 
while cases are in the process of ad- 
judication. 
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BRIGHT PICTURE. Qne of the most 
notable stock-market performances of 


the past 12 months has been that of 
the stock of Eastman Kodak Co. The 


film manufacturer's common shares 
have climbed from $97.16 per share 
to $154 per share and were still 
quoted in that range as this column 
was prepared. 

Thomas J. Hargrave, chairman, and 
Albert K. Chapman, president, pre- 
dicted in the 1958 annual report that 
the company’s volume and earnings 
for 1959 should exceed those of the 
past year. If the Rochester company 
continues its growth at the rate of the 
past two years, it should join the se- 
lect rank of firms boasting $1 billion 
in sales volume by 1961. In 1958 the 
company’s volume reached a record 
high of $828.8 million, up from 
$798.3 million in 1957. Profits, how- 
ever, barely went ahead of the 1957 
period, reaching $98.9 million, or 
$5.13 per share, compared with the 
previous year’s earnings of $98.1 mil- 
lion, or $5.09 per share. 

The showing for the year wou!d 
have been sharply disappointing had 
it not been for the tremendous im- 
provement in the final quarter of the 
year, when sales jumped by $20 mil- 
lion over the final quarter of 1957 and 
profits picked up by $2.8 million over 
the comparable period of the previous 
year. 
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DIVERSE FIELDS. While Eastman 
Kodak has built its reputation as the 


producer of the celluloid strips de- 
voured by cameras from Portland, 
Ore., to Portland, Me., the company’s 
activities have led it into many diverse 
fields ranging from textiles to chemi- 
cals and pharmaceuticals. In fact, 
these later divisions have given the 
company a completely fresh appeal to 
investors. They also have contributed 
to the strengthening of Eastman’s as- 
sociated companies abroad. Last year 
dividends from these foreign units 
totaled $9.2 million, compared with 
$1.6 million the previous year. 

Undoubtedly it was on the basis of 
the 1958 performance that the direc- 
tors declared a one-for-one stock dis- 
tribution and an increase in the cesh 
dividend. Since there are 19.1 million 
shares of Eastman Kodak now out- 
standing, the new distribution will 
hike the number of shares outstanding 
to over 38 million. This brings the 
total outstanding shares close to the 
10 million authorized. 

The board of directors also recom- 
mended that the stockholders vote 
creation of a new preferred stock issue 
to be exchanged for the present out- 
standing preferred shares, and for au- 
thorization of an additional 50 mil- 
lion shares of common, bringing the 
total number to 90 million. 

The Eastman directors declared the 
new common shares will bear a divi- 
dend of 37 cents per share. The old 


‘ stock paid 65 cents per share, so that 


the shareholcer has received a net in- 
crease in his quarterly dividend in- 
come of nine cents per share. The new 
preferred shares will be issued to hold- 
ers of the original preferred shares 
issued in 1901. There are but 61,657 
of those shares still outstanding. Hold- 
ers of the old preferred who do not 
wish to exchange it will be offered 
$180 in cash, plus accrued dividends. 


GT&E TITAN. Another giant, with a 
strong role in the television industry, 
has emerged with the consummation 
of the merger of General Telephone 


Wall Street Report 





Corp. and Sylvania Electric Products 
Corp. The new company will be called 
General Telephone & Electronics as of 
March 5, with headquarters in New 
York. The new company is expected 
to join the $1-billion class in revenue 
this year according to Donald C. 
Power, who will be chairman and 
and chief executive officer of the new 
firm. In 1958 the combined volume 
of both totaled $980 million. 

General Telephone sales and earn- 
ings showed an increase in 1958, while 
Sylvania suffered a decline in profits. 
Calculating earnings for 1959 on the 
basis of the average number of shares 
outstanding, it’s estimated the new 
company will report per-share profits 
of $3.40, compared with a roughly 
estimated $3 per share earned on a 
combined basis for 1958. 

Naturally, there’s been immediate 
speculation that the merged company 
may ulso increase the dividend pay- 
ments. However, General Telephone 
has been expanding at a rapid rate, 
and at last report was negotiating for 
acquisition of the Florida Telephone 
Co. If General proceeds along this 
line, it may find it necessary to con- 
serve a good portion of its earnings 
to meet expansion opportunities. 

At present, General Telephone is 
the largest operator of telephone sys- 
tems outside the Bell System. It has 
substantial manufacturing divisions 
which accounted for 36 per cent of 
its total revenues. After the merger 
with Sylvania, manufacturing opera- 
tions will account for 41 per cent of 
total sales volume. The company will 
spend $190 million on improving the 
company telephone plant and equip- 
ment, which is expected to bring a 
20-per-cent jump in the revenue from 
phone operations this year. 

Sylvania’s plant expansions are to 
be dovetailed with the non-phone ex- 
pansion of General Telephone and 
should result in a substantial, well- 
diversified company that will, in cer- 
tain areas, be comparable in impor- 
tance to General as the Western Elec- 
tric Co. has been to Bell organization. 
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POPPED De ee ode 


Participation in three key '/2 
hours one week, alternating 
with three other key '/2 hours 
the next week to give the par- 
ticipating advertiser exposure 
in six different shows (Class 
AA and A time) every two 
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Film Report 


CBS PRODUCTION 

Within the next 52 weeks CBS 
Films will produce pilots for 12 
different programs, according to Sam 
Cook Digges, vice president and gen- 
eral manager. The company, operat- 
ing with a new $10-million budget, 
will have four pilots ready by May 1. 

Most of these new programs, says 
Mr. Digges, are aimed for national 
sale, but syndication hasn’t been ex- 
cluded as a possibility for any one 
of them. Another possibility in the 
way of new programming, he says, is 
that CBS Films may acquire proper- 
ties from other producers, either by 
an outright purchase, by financing or 


co-financing new productions, or by 
simply acting as distributor for an 
independent producer. 


TV IN THEATRES 
Hollywood motion-picture 
ducers have been a limited source 


pro- 


of programming for television sta- 
tions, but exactly how limited is best 
illustrated by considering what would 
happen if station programming were 
offered to theatres. They'd be glutted 
with product. 

As an example, in a seven-station 
market like New York, approxi- 
mately 792 hours are telecast per 
week, for an average of around 113 





FILM SUCCESS 
CA TV’s If You Had A Million 


has at least that much value 
for one of its sponsors. The Thorn- 
burg Lumber Co. of Grand Junction, 
Colo., which bankrolled the series for 
a full year over KREX-TV in that 
market, found at renewal time that 
it had no other choice but to renew 
for a second year. 
Before this occurred, 
from the sponsoring organization de- 


executives 


bated whether or not a western-type 
or mystery-type program would re- 
ceive better acceptance. They de- 
cided to ask their viewers. On the 
second ‘commercial of a recent show 
they told the audience that they were 
not sure whether a second 
would be available, and asked view- 
ers to advise them on what kind of 
program they would prefer. 

Within a week’s time 644 letters 
had come in, and more were to fol- 
low. Of the initial response, only 
one viewer did not want more epi- 
sodes of /f You Had A Million. That 
respondent wanted Lady Wrestling 
from Texas. 


series 


Thornburg Lumber renewed the 
program for a second series. Renew- 
in from such 
diverse advertisers as Best Foods (for 
Nucoa), Gallo wine, Marlboro, Blue 
Plate Foods, Ford, Sears Roebuck 
and Colgate-Palmolive. 

If You Had A Million is described 


als have also come 
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eee eee Thornburg Lumber Co. 


Three hoboes become suddenly rich in 
one episode of If You Had a Million 


by MCA TV as the only syndicated 
tv dramatic series consistently in 
Nielsen’s top 20. Recent American 
Research Bureau reports place it in 
the top 10 in such competitive mar- 
kets as Philadelphia, Detroit, San 
Francisco, Los Angeles and New 
York. Current regional sponsors in- 
clude Rival dog food in 15 markets 
and Savarin-Ronzoni in several top 
eastern markets. 

The series is a Don Fedderson pro- 
duction and stars Marvin Miller as 
Michael Anthony, secretary to the 
fabulous millionaire who doles out 
$1-million checks to unsuspecting 
persons. There are now 78 half-hours 
available to stations and local and 
regional advertisers. 





hours per station per week. For a 
theatre to run off one week of one 
station’s programming (assuming the 
marquee was changed every night 
for a three-hour show) would take 
something like five weeks. It would 
take a theatre at least 38 weeks to 
run off a week’s programming from 
all stations in New York, provided 
shows were changed daily. 


NATIONAL ADVERTISERS 

If the national business chalked up 
by Ziv in recent years is any indica- 
tion, more national advertisers are 
using more syndicated film, and this 
trend will probably accelerate. Ac- 
cording to John L. Sinn, president, 
Ziv has analyzed its own advertisers 
and has come up with the following 
breakdown: in 1953, five per cent of 
syndicated sales were to national 
spenders; in 1957 the number had 
risen to 12 per cent, and for 1959-60, 
says Mr. Sinn, “indications are that 
22 per cent of all Ziv sponsors will be 
national companies.” 

At the same time, Ed Stern, head 
of Ziv International, reports that the 
company’s overseas business in 1958 
increased 42 per cent over the previ- 
ous year. Year-end sales in nine for- 
eign markets contributed to the sales 
jump, says Mr. Stern. 


PROGRAMS 
National Telefilm Associates, which 
is expected to come up with at least 


eight tape shows for syndication by 
the fall, has already announced half 
of them. In addition to the Bishop 
Fulton J. Sheen series, NTA will 
produce and distribute the following 
programs on tape: Alex in Wonder- 
land, hour-long program which will 
star Alexander King; Juke Box Jury, 
with Peter Potter, and The Mike Wal- 
lace Interview, a half-hour series with 
Mr. Wallace as prober. 

Official Films will place three new 
series into syndication this year and 
will produce pilots of three shows 
aimed at national sale. First property 
for the syndicated market appears to 


’ be Police Station, which will he pro- 
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KRON/TW 


san fra ne j sco NBC/TV atttete in three successive 


Affiliated with KRON /FM 
and the San Francisco Chronicle 


An informative, illustrated, 18-page report of public 
service activities is available for the asking 
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Science isa 
twice-weekly 
program event at 
KRON/TV. 


“Science in Action” 

for more than six years, 
listing Thomas Alva 

Edison Foundation and 
Ohio State Awards 

among its many honors. 
“Explorers of Tomorrow” 
for three years, cited by the 
Alfred |. duPont Awards 
Foundation as one of three 
KRON/TV programs 
giving “meritorious service 
to the American people.”’ 


These awards were granted 


years ... 1956, 1957,1958. 


Arousing interest in science is a 
priority project at KRON/ TV. 
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starring 


KEENAN WYNN 


and co-starring 


BOB MATHIAS 


A Northstar Pictures Production 


Now in production-- 
Award-quality half-hour filmed series-- 
To satisfy the most exacting demands 
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starring 


DENNIS O’KEEFE > 


A Cypress Production re 





Write. Wire or Phone Now! United Artists Television, Inc ? 
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JEROME COURTLAND neRCOVER 
BARRY NELSON —_ | - exciting new 
sce surprise series! 


with 
PEDRO GONZALEZ GONZALEZ An Aubrey Schenck- 


A Northstar Pictures Production | Howard W. Koch Production 


#0 attract the finest of talents--United Artists 
é s committed to production of a firm 39 weeks of each series. 
| each series are ready to speak for themselves. 
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maha Market! 


WOW-TV Delivers More Homes than 
the other two Omaha Stations — 

























® 103% Quarter Hour Periods 
to 91 Y%2 for Station ‘‘B”’ 
93 for Station ‘*C”’ 


(Based on November 1958 NSI for Omaha Area. Aver- 
age quarter-hours, Monday through Friday 6 A.M. to Mid- 
night. Individual quarter-hours for remainder of week.) 


¢ WOW-TV News is TOPS—All day long! 
12 noon, 6 p.m., 10 p.m. news programs 
deliver more homes than opposition. 


¢ WOW-TV has 6 of the Top 10 shows. 
10 of the Top 20 shows. 


[ A : FRANK P. FOGARTY, Vice President and General Manager BLAIR-TV 
FRED EBENER, Sales Manager Representatives . 








tion WOW and WOW-TV, OMAHA ¢ KPHO and KPHO-TV, PHOENIX 
Sta : WHEN and WHEN-TV, SYRACUSE ® KCMO and KCMO-TV, KANSAS CITY 
ai _ KRMG, TULSA, OKLAHOMA 


Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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duced by Sandy Howard Productions. 
Official is 
quired another property, What Are 


understood to have ac- 


the Odds? which was created by Leo 
Guild, and will be produced by Ken- 
neth Herts. 

NBC-TV is planning production of 
several film series for next season 
in color, according to Robert Sarnoff, 
the network’s board chairman. (The 
only one presently being filmed in 
color is MGM-TV’s Northwest Pas- 
sage.) Mr. Sarnoff also expects an 
upbeat in hour-long programs, as 
compared to the half-hour variety. . . . 
ABC-TV has set two pacts for financ- 
ing of series. One is with Warner 
Bros. for The Alaskans, which will 
reportedly go into a Sunday-night 
time slot. Other is with Ken Murray 
for El Coyote, a western stanza. 

A mystery series, Johnny Midnight, 
will be produced by Jack Chertok, 
with Edmond O’Brien in the lead 
role. NTA has renewed two 
series, the TCF-TV produced How to 
Marry a Millionaire and Man With- 
out a Gun, for a second year... . 
The distributor has also made a deal 
with Gross-Krasne for production of 
a new anthology series titled Fate, as 
well as another, so far undecided, 
series. . . . Richard Conte has been 
signed to star with Jack Hawkins, 
Dan Dailey and Vittorio DeSica in 
Four Just Men, filming of which will 
be in England under the Sapphire 
Films banner. Each of the four will 
star in 10 of the segments, to be 
distributed by Independent Television 
Corp. 

Desilu has completed the pilot for 
a comedy, Ernestine, starring Marie 
Wilson and Charles Ruggles. 

Ziv is preparing a new series, Chal- 
lenge, which was created by Ivan 
Tors. George Nader and Paula Ray- 
mond star in the initial episode. . . . 
George Gruskin has produced a pilot, 
Tosti and Son, starring Salvatore 
Baccaloni and Frankie Laine. 

David Dortort, producer of Restless 
Gun, has been signed to a personal 


producer contract by NBC-TV. 


SALES ... 

Several network deals have been 
consummated by film producers in 
recent weeks. In addition to the 
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WARNER BROS. TELEVISION, Burbank FINE ARTS PRODUCTIONS, Hollywood 
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Now, you say when 


And how often too! For once programs and commercials are Videotape* recorded, scheduling is wide 
open. Playbacks can be telecast immediately — hours later—or anytime you decide. At least 100 repeats 
can be made from any one recording. Copies can be made. And tapes recorded on a VR-1000 Videotape 
Recorder can be played back on any other VR-1000, anywhere. 


Never before have sponsors been able to schedule commercials to reach selected audiences so easily. 
Never have stations had so many “live” availabilities to offer. 


Get the complete story on the many things Videotape recording can do for you. Write today. 


CONVERTS TO COLOR ANYTIME « LIVE QUALITY + IMMEDIATE PLAYBACK + PRACTICAL EDITING » TAPES INTERCHANGEABLE » TAPES ERASABLE, REUSABLE « LOWEST OVERALL COST 





934 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 


Offices in Principal Cities CORPORATION 











professional 
products division 
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Blueprint of Van Praag Productions’ six-in-one set (see TV AGE, Feb. 23). 


Utilizing one small studio, the company has designed six different sets that flow 


into another, giving commercials depth and a feeling of reality hard to achieve 


at a reasonable price. Since pieces are removable and interchangeable, savings 


in labor and construction costs are effected, says president William Van Praag. 


First customer to utilize the sets is State Farm Mutual Insurance. 


United Artists TV sale of The 
Troubleshooters to Marlboro for net- 
work placement this fall, the follow- 
ing programs have been sold to the 
chains: 

National Productions 
has sold The Lawless Years to 
NBC-TV, half-hour series dealing 


with the roaring °20’s, reportedly to 


California 


be placed in a Sunday-evening time 
slot. Independent Television Corp. 
has sold The Gale Storm Show, Oh! 
Susanna to ABC-TV in a $5-million, 
three-year deal. Under the contract, 
99 programs previously ‘seen on 
CBS-TV will begin on a Monday- 
through-Friday basis starting April 
13. Beginning in the fall, new epi- 
sodes will be seen on a once-a-week 
nighttime basis. Twentieth Century- 
Fox Television has sold Adventures 
in Paradise, a series of hour-long ad- 
venture dramas based on stories by 
James Michener, to ABC-TV. The 


series will be broadcast Mondays, 


8:30-9:30 p.m. 

CBS Films is currently pitching 
The Diplomat for network sale. The 
series, which has Claire Booth Luce as 
host-narrator, is based on actual ex- 
ploits of the foreign service. It will 
be filmed on location in various over- 
seas areas. Both Mrs. Luce and the 
State Department must okay prospec- 
tive sponsors. 

ABC Films has signed up 16 more 
markets for its two newest J. Arthur 
Rank feature packages—‘Festival 
35” and “Special Six.” Recent sta- 
tion sales of “Festival 35” include 
the following: WHDH-Tv Boston, WTvJ 
Miami, wWGAL-Tv Lancaster, WDAU-TV 
Wilkes-Barre, WMAR-TV 
KTVU San Francisco, KOMO-TV Seattle 
and wNEw-Tv New York. Some of the 


Baltimore, 


stations which have purchased “Spe- 
cial Six” are: wBRz Baton Rouge, 
KDKA-TV Pittsburgh, wsmM-Tv Nash- 
ville, KHSL-TV Chico, KOA-TV Denver, 
wrEC-TV Memphis, Kcu St. Louis and 



















































“We taped my programs before | 
eft for a 3-week assignment in 


uninterrupted schedule in 
Francisco. My clients were 
—and there was no loss in 
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GE Spray, Steam & Dry Iron » Young & Rubicam Lipton Tea » Young & Rubicam 


B. F. Goodrich ¢ McCann-Erickson 
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KLAEGER FILM PRODUCTIONS, New York 


L&M Cigarettes © Dancer-Fitzgerald-Sample 


PELICAN FILMS, INC., New York SOUND MASTERS, INC., New York 
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KROC-TV Rochester. 

CBS Newsfilm has signed up five 
more station subscribers for its daily 
national and international news and 
sports service. They are: WRVA-TY | 
Richmond, KFBB-TvV Great Falls, 
Mont., WABI-Tv Bangor, WAGM-TY @ 
Presque Isle, Me., and KETC St. Louis, » 
an educational outlet. . . . KFJZ-Tv | 
Ft. Worth-Dallas has purchased 
MCA-TV’s library of Paramount fea- 
tures. . . . Hearst Metrotone News 
has sold its Telenews Daily Newsfilm 
service to WTAE-TV Pittsburgh. 

Fremantle de Mexico, S. A., sub- 
sidiary of Fremantle International, 
Inc., has sold six series and a library 
of cartoons to HRTG-TV Tegucigalpa, 
Honduras. With this sale, according 
to Paul Talbot, president of the par. 
ent company, Fremantle has blocks 
of programs running in all Central 
American countries, plus the Repub- 
lic of Mexico. 


PERSONNEL ... 

David A. Lown, formerly director 
of NBC-TV’s TeleSales department, 
has joined Intercontinental Televi- 
sion, S. A., as president and chief op- 
erational head. The European com- 
pany was established to serve Ameri- 
can productions overseas. According 
to Mr. Lown, the company has al- 
ready signed up several networks and 
producers and will begin active op- 
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two of the South’s outstanding television stations 
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An Adam Young Company 







NEW YORK CHICAGO ST. LOUIS LOS ANGELES 
3 East 54th St. Prudentia/ Plaza 317 No. Eleventh St. 6331 Hollywood Bivd 
New York 22, N.Y. Chicago 1, til. St. Louis, Mo. Los Angeles 28, Caiif 
Plaza 1-4848 Michigan 2-6190 MAin 1-5020 HOllywood 2-2289 










SAN FRANCISCO DETROIT ATLANTA 
Russ Bidg. (Rm. 1207) 2940 Book Bidg. 1182 W. Peachtree 
San Francisco 4, Calif. Detroit 26, Mich. Atlanta, Ga. 
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ADVERTISERS EVERYWHERE CLIMB ABOARD THE 


CANNONBALL SALES CARAVAN! FIRESTONE TIRES! 

GENERAL PETROLEUM! THE GREAT ATLANTIC & PACIFIC 

TEA COL! WINN-DIXIE FOOD STORES! JOHNSON’S WAX!) 
ROBIN HOOD FLOUR! SCHMIDT BEER! STANDARD} 
RADIATOR COMPANY! MARY JANE BAKERIES! PRICE'S } 
DAIRY! SHEPHERD'S LAUNDRIES! BURGER-KING! } 
JORDAN JEWELRY! FACTORY MOTOR EXCHANGE! ) 


A FEW TOP MARKETS ARE STILL AVAILABLE! DON’T BE DISAPPOINTED—WIRE TODAY FOR YOURS! 








CANNONBALL RACES TO DYNAMIC 
ACTION-HUMAN INTEREST SALES RECORD! 
ONLY A FEW CHOICE MARKETS ARE STILL 
j AVAILABLE! PHONE-WIRE COLLECT TODAY! 
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CARAVEL 


Produces Commercials 
for 


PITTSBURGH 
ig Oe 


Batten, Barton, Durstine & Osborn, Inc. 
Ketchum, MacLeod & Grove 


CARAVEL 


Produces Commercials 
for 


BALLENTINE 
BEER 


William Esty Co., Inc. 


CARAVEL 


Produces Commercials 
for 


JOHNSON & 
JOHNSON 


N. W. Ayer 


For your next commercial 
call — 


CARAVEL FILMS 


INCORPORATED 


20 WEST END AVENUE 
NEW YORK 


ClIrcle 7-6110 
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Syndicated Film Profile . 


Distributed for television by United 
Artists Associated, Inc. Produced by 
Paramount in b&w until 1943, re- 
leased in color from then on. UAA dis- 
tributes over 234 cartoons, dating 
from 1933 to 1957, in approximately 
145 markets. Most films are one- 
reelers, running time about eight 
minutes. 

Sponsors: Include Post Cereals, 
Keds, Flav-R-Straws, Kellogg, Na- 
bisco, Seven-Up, Ovaltine, Arnold 
Bakeries, Quality Hardware, P & G 
Zest, Sealtest Milk, U. S. Rubber, 
Family Bootery, McKesson & Rob- 
bins, Bonnie Dog Food, Scotch Tape, 
Wonder Bread and about 100 others. 
UAA says: “This widespread sponsor- 
ship indicates two things: (1) that 
children exert a tremendous influence 
on purchasing of many, many items; 
and (2) that along with the great chil- 
dren’s audience, cartoon programs at- 


tract a large bonus audience of adults, 


. POPEYE 


On ee tle 


running in some cases as high as 30- 
10 per cent.” 

Format: Cartoon adventures of 
Popeye the sailor, his sweetheart, 
Olive Oyl, his friend Wimpy, and 
Bluto, who is the “bad guy.” Based on 
the long-time comic strip syndicated 
by King Features. 

Ratings: Rated #1 in Pulse top 
10 miscellaneous shows, November. 
National weighted average, 13.3. 





erations in Europe this spring. The 
problem of different line standards 
in the various European countries 
has been overcome by Intercontinen- 
tal, says Mr. Lown, which now has 
equipment to make productions in 
Europe immediately usable _ by 
Americans. He says the company will 
use unique mobile equipment pro- 
viding live tv and Ampex tape facili- 
ties to the United States producer. 
H. I. Bucher has been elected sec- 
retary of National Telefilm Associ- 


MR. BUCHER 


ates. Mr. Bucher, general attorney 
for NTA for the past three and one- 
half years, had previously been as- 
sociated with the law firm of Connor, 
Chopnick & Garrell, specialists in 
entertainment and copyright law. . . . 
Louis Melamed has joined NTA as 


executive producer, working closely 
with Ted Cott, vice president in 
charge of NTA’s owned-and-operated 
stations, in the development and pro- 
duction of syndicated tape programs. 
Mr. Melamed previously was associ- 
ated with CBS for nine years in radio 
and tv as a producer and director. 
.. . Barbara Wilkens, formerly pub- 
licity manager of NTA’s wNTA-TV- 
1M-FM New York, has been promoted 
to the post of director of sales pro- 
motion. 

Harry B. Simmons has joined ABC 
Films as an account executive cover- 
Kentucky. 
Mr. Simmons, formerly with the sales 


ing Ohio, Indiana and 


MR. SIMMONS 
staff of ABC Radio in Chicago, will 
report to Howard B. Anderson, ABC 
Films’ sales man- 


central division 
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JOURNALISM’S NEW FRONTIER 


On February 20th, 800 high school editors and 
their faculty advisers filed into NBC’s historic 
studio 8-H. The occasion was THE FIRST ANNUAL 
NBC BROADCAST NEWS CONFERENCE, called to in- 
form these young editors and their teachers of 
the procedures and problems, the tools and tech- 
niques of electronic journalism. The establish- 
ment of this annual meeting is a contribution 
by the National Broadcasting Company and its 


Flagship Stations to the youth of metropolitan 
New York, and to the broadcast industry. It was 
conducted to alert these future newsmen and 
women to the opportunities awaiting them in the 
broadcast media—journalism’s new frontier. The 
annual NBC BROADCAST NEWS CONFERENCE is a 
stimulating new addition to the public services 
performed throughout the year by the Flagship 
Stations of the National Broadcasting Company. 


WRCA &WRCA-TV: NBC IN NEW YORK 
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Piel Bros. ¢ Young & Rubicam 








Rexall Drug » BBDO 


WARNER BROS. TELEVISION, Burbank 


Schaefer Beer ¢ BBDO 


LARS CALONIUS PRODUCTIONS, INC., New York 
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ager. . . . Charles Korvin has been 
named to star in Independent Tele- 
vision Corp’s Interpol Calling, new 
series being produced in England. 
Gerald E. Liddiard has been ap- 
pointed vice president of Synditape, 
Inc., wholly owned subsidiary of 


Guild Films. Mr. Liddiard, who has 





MR. LIDDIARD 


been involved in film sales for the 
past 10 years, will direct sales of the 
new company, which offers all of 
Guild’s videotape programs. 

Charles Lamont has been signed to 
direct United Artists Television’s The 
Dennis O’ Keefe Show. The series is a 
Cypress Production property, fi- 


nanced and distributed by UA TV. 


STUDIO SPACE 

Last of the major studios to make 
rental space available to independent 
tv producers is Columbia Studios, 
which is opening up its facilities. 
The studio’s tv subsidiary, Screen 
Gems, meanwhile, in addition to sign- 
ing Sid Caesar for a new comedy 
series, is showcasing two other pilots, 
Nightstick, starring Dick Shannon 
and Sandra Harrison, and Mr. Bland- 
ings Builds a Dream House, starring 


Steve Dunne and Maggie Hayes, on | 


Alcoa-Goodyear Theater. 


RISING COSTS? 

Costs of producing a half-hour tele- 
film series are continuing to rise, ac- 
cording to one of the leading pro- 
ducers of westerns, Hal Hudson. 
Reasons are twofold: one, the demand 
for stars has risen so in the past two 
years that the salaries of good actors 
have risen 50 per cent in that period; 
two, location costs are continuing to 
rise. (Mr. Hudson says that this sec- 
ond problem could be ameliorated 


somewhat if sponsors would renew | 


western series earlier so that filming 
could be finished before the months 
of January and February, when the 
weather is uncertain.) Apparently the 
impact of westerns is strongest on 
women, with two-thirds of fan mail 
coming from the distaff side, he says, 


COMMERCIAL CUES... 
Despite the refusal of Universal 
Internationa! to issue a statement, the 
report is that the studio is discontinu- 
ing its tv commercial department 
with the sale of the lot to MCA, 
George Bole, who organized the de- 
partment in 1950 and has been its 
west-coast chief, has moved to the 
Leo Burnett agency as manager of its 
commercial operation. Alfred Men- 
delsohn, assistant sales manager im 
New York, has joined Elliot, Unger 
& Elliot as general sales manager, 
U-I operation 
would be, in a sense, ironic, since it 


Suspension of the 


was the first major to enter the com- 
mercials field and has been one of 
the top grossers annually. 


MGM.-TV is in the process of en- 
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GOVERNOR TELEVISION 
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..@ unique process pioneered by General 
Film in which a strip of 35mm film, perfo- 
rated with 32mm sprocket holes, is split 
down the center to produce two 16mm prints 
of outstanding quality. 


After successfully processing millions of 
feet of 35/32 black and white and color film 
we have observed many outstanding advan- 
tages and list a few: better sound quality, 
lack of roller abrasions in sound track area, 
the ability to use standard 35mm profes- 
sional equipment, and the efficiency that 
comes from handling two prints in one 
operation. Negatives made on 35/32 film 
stand wear and handling of multiple print- 
ing much better than do 16mm negatives. 


Additional information to help you apply 
these advantages to your own film needs is 
available on request. Ask for Bulletin G.* 


00 GENERAL 


FILM LABORATORIES CORP. 
1546 ARGYLE, HOLLYWOOD 28, CALIF., HO 2-6171 


*Presented October 9, 1956 at SMPTE Convention at Los Angeles by William E. Gephart, Jr., V.P. of General Film Laboratories Corp. 
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MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 717-2753 DE 7-3761 WE 3-5674 


Modern facilities 
Trained personnel 
Individual attention 
... in servicing tv after-production needs. 


TALENT AGENCIES 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 


CAMERA EQUIPMENT CO. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
ClIrele 6-0865 


President 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
aaa 


OPTICAL EFFECTS 
AND ANIMATION 


K & W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
ClIrele 5-8080-1-2 


OPTICALS . . . TITLES . . . SPECIAL 
EFFECTS . . . SLIDE FILMS . . . 
ANIMATION 
ANIMATION PHOTOGRAPHY 
TRANSCRIPTION AND 
RECORDING SERVICES 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film record- 
ing facilities. 
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larging its tele-commercials depart- 
Added to the staff during the 
past month were Jack Reynolds, head 
of the Hal Roach Studios commercial 


ment. 


division for the past five years, and 
David Monahan, a freelance director. 
Contract of William R. Gibbs, who 
has headed the operation for the past 
year, also was renewed. 

Playhouse Pictures is producing 
four new titles for the Ford Show. 
One created last year, Rope, was 
selected by the Hollywood Advertis- 
ing Club as the best show title for 
1958. Playhouse also received Ad- 
Club’s_ distinctive merit 
award for its Sleepy Cat blurb, pro- 
duced for Ford. 


UPA is presently in the midst of 


vertising 


one of its busiest schedules in history, 
producing more than 50 spots for 
various clients, according to a spokes- 
man. Also in the works are openings 
for three new programs, Revue’s The 
Mating of Matilda, Jules Goldstone’s 
Secret Life of James Thurber and 
Four Star’s David Niven Show. Her- 
bert Klynn, vice president in charge 
of the commercial division, has just 
returned to Hollywood from a sales 
trip to New York, Cleveland, Detroit 
and Chicago. 

Ken Marthey has joined United 
States Productions, Inc., as vice pres- 
ident in charge of tv commercial spot 
production. Mr. Marthey, former Mc- 
Cann-Erickson tv-radio group head, 
has a background of some 20 years in 
film production. Prior to joining Mc- 


‘Cann Mr. Marthey was with Benton 


& Bowles and before that with Trans- 
film, Inc. . . . H. Williams Hanmer 
has been elected president of Wilding 
Picture Productions, succeeding C. H. 
Bradfield, who has become chairman 
of the board, a newly created position. 
. . Sid Siegal has joined Fred Niles 
Productions as musical director. . . . 
Paul Heller has been appointed staff 


INSURANCE 


eee 
JEROME J. COHEN, INC. 


(Jerry & Ron) 


225 West 34th St., New York 1, N. Y. 
CH4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 


art director for Klaeger Film Produe- 
tions. The firm recently acquired ad- » 
ditional studio space formerly occu- 
pied by Cousins Productions at 16007 
Broadway, New York City. 


peepee ey 9 





Film Commercials 
AMERICAN FILM PRODUCERS 


Completed: Bulova Watch Co. (watches), 
McCann-krickson; National Biscuit Co. 
(Sky King trailers), McCann-Erickson. 
In Production: Stella D’Oro Biscuit Co, 
Inc. (Egg Biscuits, Egg Jumbos), Carlo 
Vinti. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: N. Y. Telephone Co. (Yellow 
Pages), BBDO; Standard Brands, Ltd. 
(Royal Pudding), McLaren; Standard 
Oil Co. of Calif. (Chevron gas), 3BDO; 
General Motors Corp. (Buick show 
opening), McCann-Erickson; E. I. duPont 
de Nemours & Co., Inc. (carpets, synthetic 
fiber), BBDO; Smith Brothers (cough 
drops), SSC&B; Esso Standard Oil Co. 
(gasoline), MacLaren; George W. Helme 
Co. (snuff), Cunningham & Walsh; Ford 
Motor Co. (Ford cars), JWT; Columbia 
River Packers Assoc. (Bumble Bee tuna), 
Manoff; National Biscuit Co. (Millbrook 
bread), McCann-Erickson; Lever Brothers 
Co. (Lifebuoy) SSC&B; American 
Telephone and Telegraph Co. (show 
opening), Ayer; Rexall Drug Co. (show 
opening), BBDO. 

In Production: Sperry & Hutchinson Co 
(S&H Green Stamps), SSC&B; Standard 
Oil Co. of Calif. (Chevron gas), BBDO; 


National Biscuit Co. (Nabisco cookies), 


McCann-Erickson; Thomas J. Lipton Co. 
(tea), Y&R: Ford Motor Co. (Ford 
cars), JWT; General Motors Corp. (Buick 
show opening), McCann-Erickson; Esso 
Standard Oil Co. (institutional), 
McCann-Erickson. 
























First by a good margin, WFBM-TV dominates all 
other stations in Mid-Indiana both in total coverage 
and market penetration — map shows county percentages 
measured by Nielsen Coverage Study No. 3, Spring 1958. 


where else... 

—will you find satellite markets that are 33% richer 
and 50%, bigger than the metropolitan trading zone 
itself ? 

— does a central market exert such an economic pull on 
SO many specific areas that are retail trading centers 
in their own right ? 

—do you find such a widespread marketing area covered 
from one central point . . . and by WFBM-TV! 

—can you buy just one station with no overlapping 
penetration by basic affiliates of the same network ? 


only here —where WFBM-TV is first in Mid- 
Indiana—can you buy more honest market penetration, 
more consumer influence, for fewer dollars expended 
than anywhere else. Now it will pay you to take another 
longer, better look! We are proud of our current ARB ... 
and of course we have 100% in Marion County, too! 


The Nation’s 13th Television Market 


...Wwith the only basic NBC coverage 
of 760,000 TV set owning families. 


e: 
a ‘ 

area for 18 richer-than-average counties. 1,000,000 pop- 
ulation — 350,600 families with 90% television ownership! 


Indianapolis itself — Major retail 


11 Satellites Each a recognized 
marketing area—and well within WFBM-TV’s basic 
area of influence. Includes Marion + Anderson + 
Muncie + Bloomington + Vincennes + Terre Haute 
¢ Danville, Illinois - Lafayette - Peru + Logansport 
« Kokomo. 


Represented Nationally by the KATZ Agency 


CHANNEL 6 


os 
Lys 
WEBM 


—-N’DIANAPOLIS 
Cm. § BASIC NBC- 
TV AFFILIATE 
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FILMACK STUDIOS 

Completed: Mission of California, Inc. 
(Mission Cola), Dowd, Redfield & John- 
stone; Vogel Mfg. Corp. (Mod-L-Stix), 
Bermingham, Castleman & Pierce; 
Word-O-Rama Corp. (Word-O-Rama), 
Bermingham, Castleman & Pierce; RKO 
(Auntie Mame, I Want To Live), direct; 
Harbor Heights, Ted Worner; Cinerama, 
Inc. (South Seas Adventure), direct. 

In Production: Avon Products, Inc. 
(various products), Mogul, Lewin, Williams 
& Saylor; Picto-Bead Corp. (Picto-Beads), 
Bermingham, Castleman & Pierce; 
Hekman Biscuit Co. (saltines), George 

H. Hartman; Robert Hall Clothes, Inc. 
Arkwright; V. Arena & Sons, Inc. (Pizza), 
direct; United Artists (Lonely Hearts), 
direct. 


GRAY & O’REILLY 

In Production: General Electric Co. 
(mixers), Y&R; Block Drug Co. (Nytol, 
Greenmint), SSC&B; Falstaff Brewing 
Corp. (beer), D-F-S; General Foods Corp. 
(Italian Casserole), Y&R; General Tire 

& Rubber Co. (tires), D’Arcy. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 

Completed: Standard Oil Co. of N. J. 
(institutional), McCann-Erickson; Wise 
Potato Chip Co. (potato chips), Lynn: 
Lever Bros. Co. (Rinso), National Export; 
Charles Antell, Inc. (shampoo), 

Brown & Butcher; National Biscuit 

Co. (Lerna Doones), McCann-Erickson; 
Sterling Drug Co. (Fletcher's Castoria), 
Brown & Butcher; Columbia Records Co. 
(records), McCann-Erickson; General 
Mills, Inc. (Betty Crocker), D-F-S; 

B. T. Babbitt, Inc. (Bab-O, others), Brown 
& Butcher. 

In Production: Jet Dog Food Co. (dog 
food), Weiss & Geller; Revere Sugar 
Refinery (sugar), John C. Dowd; Charles 
E. Hires Co. (root beer), Maxon; Joe 
Lowe Corp. (Popsicle), EWR&R; Jersey 
Central Power & Light Co. (industrial 
feature), Goold & Tierney; Nestle Co., Inc. 
(chocolate), McCann-Erickson: Bon Ami 
Co. (cleanser), Cole, Fisher & Rogow; 
B. T. Babbitt, Inc. (Bab-O, others), Brown 
& Butcher. 
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JAMIESON FILM COMPANY 
Completed: Hot Shot Co. (bug killer), 
Simon & Gwynn; James G. Gill Co., Inc. 
(coffee), Cargill, Wilson & Acree; Public 
Service Co. of Oklahoma (annual report), 
direct; Texas Education Aids (promotion), 
direct; Texas Consumer Finance (loans), 
Evans. 

In Production: Smithfield Packing Co. 
(meats), Cargill, Wilson & Acree; 
Medi-Pops (cough medicine), 
McKnown-Alexander-Wells; Freeman 
Oldsmobile Co. (automobiles), Clarke, 
Dunagan & Huffhines; Johnston, Gaston 
Corp. (No Roach insecticide), direct; 
Southwestern Bell Telephone Co. 
(education film), direct. 


KEITZ & HERNDON 

Completed: Evangeline Maid Bread Co. 
(bread), Wm. Finn; Ideal Baking Co. 
(bread), Wm. Finn; Boy Scouts of 
America, direct; Texasweet Citrus Growers 
(citrus fruit), Glenn. 

In Production: Lone Star Brewing Co. 
(beer), Glenn; Household Finance Corp. 
(loan services), NL&B; American Snuff 
Co. (Garrett Snuff), Simon & Gwynn; 
Chance Vought Aircraft Co., direct; 
Campbell-Taggert Assoc. Bakeries, Inc. 
(Rainbo cup-cakes), Bel-Art; Fire 
Prevention Bureau (training film), direct; 
Lone Star Gas Co. (gaslite & gas dryer), 
EWR&R;; First National Bank of 


Albuquerque (banking services) direct. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America 
(Wagon Load contest, Ketchup caps), 
Ketchum, MacLeod & Grove; Aluminum 
Co. of America (boats), F&S&R; Pittsburgh 
Paint Co. (fiberglass boats, calcium chlor- 

(Continued on page 106) 





Service (Continued from page 32) 


It is these larger stations that are, in 
many instances, leading the way in 
improving the quality of their pro- 
grams in this category. An average 
of 385 hours was used for programs 
of this type last year, as compared to 
267 a year earlier. Value of these 
programs was estimated at $574 thou- 
sand on the average station of this 
size, compared to $326 thousand in 
1957. 

Totaling the money values of time 
and talent donated by stations in the 
$1,50l-and-up class shows that the 
average donation was $1.8 milllion 
last year, as compared with $1.7 mil- 
lion in 1957. 

Medium-size stations, in the $901- 
$1,500 Class A hourly rate division, 
gave away fewer announcements and 
ID’s to public service last year than 
in previous years, with a total of 5,377. 

In the program category, however, 
they were up in total programs, hours 
donated and value of time and talent 
over 1957. The total value of pro- 





grams contributed came to $224 thou- 
sand on the average station, as com- 
pared to $162 thousand in 1957 and 
$193 thousand in 1956. These figures 
also seem to bear out the trend to- 
ward not only presenting more public- 
service programs but to putting them 
in better positions in the broadcast 
day. 

Total value of programs and an- 
nouncements in the public interest do- 
nated by the average station in this 
classification came to $805 thousand, 
which can be compared to total dona- 
tions of $748 thousand in 1957 and 
$608 thousand in 1956. 

Next smaller stations, those with 
Class A hourly rates of from $501 to 
$900, showed a small increase in an- 
nounceinents and ID’s last year. Value 
of these announcements, however, 
was off shghtly. 

Number and tota! value of pro 
grams given for public service were 
also a little below that of the year 
before. 

Stations in the $251-to-$500 hour- 
ly rate class were also down slightly 
in total announcements and value of 
announcements but up in total pro- 
grams and hours donated. Total val- 
ue of time and talent donated to public 
service for 1958 was off slightly from 
1957 but about the same as that in 
1956. 

Smallest stations, those with Class 
A hourly rates under $250, were up 
in total announcements and ID's with 
4,255, as compared with 3,278 the 
year previous. Value, too, was up 
sharply with a total for the average 
station of $97,933, as compared to 
$70,858 in 1957. 

There were slightly fewer programs 
and hours donated to public service, 
but they were placed in better time 
segments, which brought value of 
program contributions up to $32,499 
for the average station. In 1957 the 
total value of programs, even though 
there were more in number, was 
slightly less. 

Total value of time and talent de- 
voted to public service by these small- 
est stations was up substantially over 
1957. The average donation came to 
$138,210, as compared to $109,711 a 


year earlier. 















WHAT DO ROUMANIANS DO AT 6 A.M. SUNDAYS ? 


They listen to the audio of a Baltimore-born WBAL-TV television 
program! WBAL-TV’s Award-winning ‘“‘To Promote Good Will” is being 
translated and aired by the Voice of America to eager radio listeners in 
middle Europe. 


WBAL.-TV is proud to be a part of America’s great effort to carry messages of 
free people, free speech and free religious expression to oppressed peoples overseas. 


But, WBAL-TV is alsa proud of its day-in, day-out programming which brings 
these same messages to the millions of Marylanders in its own back yard. 
Working with religious groups, civil defense organizations, military sources, 
farming and university people, and civic-minded citizens ... WBAL-TV airs 
such other outstanding Public Service programs as “TV-MD”, “Sky and 
Space’’, ‘Beyond City Limits” and ‘‘Continental Classroom” to name only 
a few examples of the ever-fresh and always-alert WBAL-TV concept of 
Public Service programming. WBAL-TV programs for the public interest 


WBA F |, eee Maryland: In Association with WBAL Radio 
Channel 11 N.B.C. Affiliates Nationally represented by Edward Petry & Company 
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SE ENIENE N/A IE ety, 


IN PUBLIC SERVICE 


"Policewoman™— produced with the cooperation of the Woman’s 
Division of the Detroit Police Department—is a timely example 
of the dramatic way WWJ-TV supports the work of public and 
private agencies. Telecast live in peak-audience time, ‘‘Police- 
woman”’ is one of Detroit’s most widely-watched local programs. 


NBC rey 
Netwttion 


ASSOCIATE AM-FM STATION WWJ 
First in Michigan * Owned & operated by The Detroit News 
National Representatives: Peters, Griffin, Woodwar:!, Inc. 
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OTHER 1958-9 HIGHLIGHTS 


“Eye Operation” —third annual surgical opera- 
tion telecast live and in color in cooperation with 
the Michigan Clinical Institute and Smith, Kline 
and French Laboratories. 


"Governor's Report’’—evening half-hour cleared 
to enable Governor Williams to present his new 
tax plan to Michigan citizens. 


“ETV Digest” —daily half-hour series contributed 
to the Detroit Educational Television Foundation. 


“The Lonely Ones” —award-winning film docu- 
mentary on mental treatment at Pontiac State 
Hospital. 


“Drivers Appeal Board’’—half-hour series in 
cooperation with the Traffic Safety Association 
and Michigan Secretary of State's License Appeal 
Board. 


“Marriage Counselor’’—half-hour series built 
around the work of Wayne County Circuit Court 
Marriage Counselor. 


"Meet the Candidates'’—pre-election programs 
designed to better acquaint voters with candi- 
dates and issues. 
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Vy: know more and more toy 


manufacturers are not only 

using television for their advertising, 
but that more of them are using it at 
other times of the year than pre- 
Christmas,” said Sidney Kronish, pub- 
lic-relations director for the associa- 
tion of Toy Manufacturers of the USA. 
Because of intense rivalry between 
toymakers, Mr. Kronish 
added, the organization could offer 


various 


practically no figures on individual 
or total expenditures in tv. He said, 
however, that of 500 major companies 
(of about 2,000 in the country) who 
are members of the association, “a 
great many” have used or are using 
spot at present. 

Mr. Kronish’s comments followed 
news of recent spot activity by sev- 
eral firms—Fun-Built Toys, Mod-L- 
Stix, Word-O-Rama and others whose 
buys have been listed in these pages. 

Among those testifying to the 
phenomenal drawing power of kid- 
show advertising—and _ incidentally 
claiming to have blazed a trail for 
other advertisers—is Wally Seidler, tv- 
radio director for Edward S. Kellogg 
Co., Los Angeles, who first used tv 
spot for Jack-Built Toys in 1953. The 
division of Albin Enterprises saw ter- 
rific results for its assemble-them- 
yourself dolls, and soon added a num- 
ber of items to its juvenile line. Con- 
tinuing a year-around tv promotion 
has reportedly placed Jack-Built 
among the top 10 toymakers in the 


MARCH 9, 1959 


a review of 
current activity 
in national 
spot tv 


country. 

At McKnight Associates, New York, 
account executive Richard Casper has 
nothing but praise for kid shows and 
the selling job they do for the Ring- 
ling Bros-Barnum & Bailey Circus. 

“We feel the great results we got 
from our first use of children’s shows 
in 1957 influenced a lot of toy com- 
panies to get into television,” he said. 
“We proved that live personalities 
have such enthusiastic followings that 
they can sell practically anything to 
kids at any time.” 

The mechanics of working with lo- 
cal emcees for each program involve 
merely furnishing a circus fact sheet 
and letting the personality develop his 
own pitch, said Mr. Casper. “Each 
person has his own style, his own pet 





Wally Seidler, tv-radio director and 


timebuyer on Jack-Built Toys and 
other accounts at Edward S. Kellogg 


Co., Los Angeles, has been named 
executive vice president of the agency. 





REPORT 


phrases,” he said. “I wouldn’t attempt 
to write copy for these people to de- 
liver. It would be impossible to write 
one commercial that would fit every 
individual style, and with several sta- 
tions used in about 60 markets, it’s 
not possible to write different copy 
for each one. Claude Kirchner, who 
handles a local show in New York 
after many years on the networks with 
Super Circus and others, was protest- 
ing just the other day that adver- 
tisers often insist prepared copy be 
delivered word for word. Such a sit- 
uation, he felt, destroys the believ- 
ability the emcee conveys to the kids, 
and we're inclined to go along with 
the idea.” 

Minutes must be used to sell the 
circus, said Mr. Casper, because it’s 
just too big to talk about in less time. 
Some ID’s are used at night for re- 
minders to parents, however, and next 
year’s plans include a greater empha- 
sis on night spots. 


B. T. BABBITT CO. 
(Brown & Butcher, Inc., N. Y.) 


Although BAB-O and its sister products 

are currently running on year-long 
schedules in about the top 50 markets, it’s 
reported that a small number of these same 
markets will get increases shortly. Daytime 
minutes are being used. Rose-Marie Vitanza 
is the timebuyer. 


BEKINS VAN & 
STORAGE CO. 

(C.J. LaRoche & Co., Inc., 
Hollywood ) 


As reported last issue, this firm is returning 
to spot in a big way, with schedules 
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says Charles Keys, General Manager 


KOCO-TV 


OKLAHOMA CITY 





Socko— Popeye wins again! One 
Popeye hour couldn’t satisfy all 
the sponsors for KOCO-TVso they 
had toscheduleasecond one! Here’s 
the record-breaking, money-mak- 
ing story from Charles Keys: 


‘Clients love Popeye even more 
than kids. Phenomenal Popeye 
sell-out necessitates scheduling 
additional Popeye Hour Saturdays 
Il to 12 a.m. Regular Popeye 
Theatre Monday thru Friday 6 to 
6:30 p.m. scored whopping 25.0 
Nov. — Dec. four week Nielsen.” 


Popeye has been piling up sponsors 
and topratingscoresforyears. Kids 
never tire of him. And sponsors 
are enthusiastic about the recep- 
tion he builds for their products. 

Popeye is whaling the tar out of 
competition for KOCO-TV. Want 
a share of the spinach? Write or 
phone: 


U.€..c. 


UNITED ARTISTS ASSOCIATED, inc. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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starting early this month in Los Angeles, 
San Francisco, Oakland, San Diego, 
Sacramento, Fresno, Phoenix, Tucson, Salt 
Lake City, Kansas City, Denver, Houston 
Dallas and Albuquerque. Night minutes 
and ID’s will run on 17 stations for 26 or 
36 weeks, depending on the market. 
Frequencies range to 15 spots weekly. 
Ruth Fredericks is the timebuyer. 


BORDEN CO. 
(Lennen & Newell, Inc., N. Y.) 
This company’s INSTANT WHIP potatoes, 


last reported here late in December as 
opening up new markets with schedules of 
eight to 10 weeks toward an April cut-off 
date, is active again in a number of top 
markets. Similar placements of day and 
night minutes and 20’s kick off about issue 
date for about nine weeks in most markets. 
National distribution should be effected at 
the end of this campaign. Chips Barrabee 
is the timebuyer. 


BORDEN CO. 
(Young & Rubicam, Inc., N. Y.) 


Following the activity noted here Jan. 12 
for INSTANT DUTCH CHOCOLATE from 
this agency, Borden’s MALTED MILK is 
also reported as coming into spot. Daytime 
minutes to reach housewives and kids will 
start this month in selected markets, 
possibly with midwestern concentration. 
Bob Kowalski is the timebuyer. 


BROCK CANDY CO. 
(Liller, Neal, Battle & Lindsey, Inc., 
Atlanta) 


This maker of candy bars was one of the 
first to use large-scale spot schedules, once 
using about 30 markets consistently. Out 
of the medium for the past few years, it’s 
now reported ready to re-enter late next 
month with some 30-week placements in a 
handful of markets, primarily southern 
ones. Media director Pamela Tabberer is 
the contact. 


CARNATION CO. 
(EWRER, Los Angeles) 


Late last month, CARNATION INSTANT 
MILK reportedly got 13-week schedules 
under way in about 57 markets across 

the country. Daytime filmed minutes are 
being used on a six-per-week frequency. 
Roland Gallman is the timebuyer. 


CHURCH & DWIGHT CO., INC. 
(Brooke, Smith, French & Dorrance, 
Inc., N. Y.) 


Although early right now, the ARM & 
HAMMER buy below prompted an inquiry 
into this agency’s spot plans for the 
washing soda bearing the same brand 
name. It’s reported that the product will 
most likely be back in its usual markets 
Chicago, Philadelphia, San Francisco, Los 
Angeles and New York—later this spring, 
when weather conditions are more favorable 
for doing the wash. Last year four-to-six 
week placements of day minutes began in 
mid-May. H. E. Pengel, vice president, 

is the contact. 


CHURCH & DWIGHT CO., INC. 
(J. Walter Thompson Co., Inc., 
N.Y.) 

Late last September this firm’s COW and 
ARM & HAMMER brands of baking soda 
came into spot with schedules of ID’s in 
about 50 major markets. A similar 





















At Kudner Agency, Inc., N. Y., John 
Marsich is assistant media director in 
charge of all the agency's tv-radio 
timebuying operations. 


campaign began last week and will run 
through the end of next month in most 
of the same areas used earlier. Pete Levin 
and several of the JWT Ford buyers 
assisted C&D timebuyer Mario Kircher in } 
lining this one up. 





COLUMBUS CANNING CO. 
(Weiss & Geller, Inc., N. Y.) 

Since acquiring this firm’s JET dog food 
account late last year, W&G has placed 
spot schedules of day and night filmed 
minutes in virtually all top southern 
markets. The placements set in November 
have just been renewed for another 13 
weeks, while some new markets start 

now to run through the spring. Stations 
being used are WAGA-TV and WLW-A 
Atlanta, wAFB-TV Baton Rouge, KPAC-TV 
Port Arthur, werc-Tv Birmingham, 
wusn-Tv Charleston, wsoc-tv Charlotte, 
wtvc Chattanooga, WNOK-Tv Columbia 
(S. C.), wrvm Columbus (Ga.), WESH-TV 
Daytona Beach, wrvy Dothan (Ala.), 
wrMy-tv Greensboro- Winston-Salem, 
KTRK-TV Houston, wstv Jackson, WFGA-TV 
Jacksonville, kTAG-Tv Lake Charles, KATV 
Little Rock, wLex-tv Lexington (Ky.) 
WHBQ-TV Memphis, wrvy Miami, WALA-TV 
Mobile, wcov-tv Montgomery, WSIX-TV 
Nashville, wvuE-tv New Orleans, wroc-TV 
Savannah, ktvi St. Louis, kTBs-Tv Shreve- 
port, WSUN-TV Tampa-St. Petersburg and 
wtvp Raleigh-Durham. Frances Rosen is 
the timebuyer. 


COTY, INC. 
(BBDO, N. Y.) 


Although reported here last issue, this 
cosmetics firm was still buying at press 
time in scattered top markets. Schedules 
of night and day 20’s are placed for 
two-week runs. Ed Fleri is the timebuyer. 


FAMOUS ARTISTS SCHOOL 
(L. C. Gumbinner Adv., Inc., N. Y.) 


The correspondence art school had run a 
15-minute film called Art for Everyone on 
wasc-tv New York, set it in about 20 top 
markets at press time, and will continue to 
add markets until 60-70 are reached by 
July. The program is scheduled for an 
initial showing in week-end time, and is 
repeated if results warrant it. Al Sessions 
is the timebuyer. 
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FARM HOUSE FROZEN 
FOOD CO. 

(Coordinated Marketing Agency, 
a. 35) 


Although reported elsewhere that this firm 
was setting a spot tv campaign late last 
month in 25 markets for its frozen foods, 
with the schedules to run about 16 weeks, 
account executive Morris Winer said the 
scope of the placement was not yet firmed 
up at press time. The brand has been active 
only in the New England area previously, 
and is definitely moving into New York. 


Agency Accounts 


Clinton E. Frank, Inc., Chicago, 
was named to the $114-million ac- 
count of the Bissell Carpet Sweeper 
Co., taking over from Leo Burnett Co., 
Inc., on July 1. 

The Coca-Cola Bottling Co. of Los 
Angeles has appointed Carson/Rob- 
erts/Inc. to handle a new line of 
flavored sodas under the “Bar-B” 
brand name. 

Comstock & Co., Buffalo, acquired 
three new accounts with Erie County 
American Motors dealers, Campus 
Manor apartment development and the 
Italian & French Wine Co. each se- 
lecting the agency. The wine bottler, 
last at Ellis Advertising Co., Buffalo, 
has national distribution on its Old 
Friar and Bella Maria brands. 

Pioneer Industries, Inc., makers of 
belts, wallets, etc., has moved its ac- 
count from the newly named Wermen 
& Schnorr agency, Philadelphia, to 
Doner & Peck, Inc., New York. Video 
will be used in an up-coming cam- 
paign. 

Ted Bates & Co., Inc., acquired the 
Philadelphia brewing firm of C. 
Schmidt & Sons, Inc. Al Paul Lefton 
Co., Inc., has held the account for the 
past quarter-century. 

Keyes, Madden & Jones, Inc., Chi- 
cago, added several new names as it 
was appointed to handle a new cof- 
fee introduction in New York and Chi- 
cago for H. H. Hixson & Co., Inc., 
plus Revere Camera Co. tv advertis- 
ing, Joanna Western Mills and Dr. 
West’s Insta-Clean denture cleaner. 

Eversharp Pen Co. announced that 
it was moving its business out of Ben- 
ton & Bowles, Inc. At press time, no 
new agency had been selected from 
several Chicago ones under consid- 


eration. 
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PAUL HANSEN, associate account 
executive, has been transferred to the 
Chicago office of Campbell-Mithun, 
where he will be a media planner. 

MARLIN B. KREIGHBAUM. has 
been appointed vice president of Ross, 
Flink & Livengood (formerly Ross Ad- 





MR. KREIGHBAUM 


vertising), Peoria. In his new post 
he'll be directing the agency’s copy 
and media operations. 

JOE OSTROW has been promoted 
from assistant research director to 
Procter & Gamble buyer at Young & 
Rubicam, New York. 





Personals 





MARSHALL B. NELSON JR., in 
addition to being account executive at 
Perrin-Paus, Chicago, has just been 
appointed director of marketing and 
media. His new responsibilities will in- 
clude supervision and direction of all 
marketing and media functions in the 
agency. 

WALTER KASHEN has been ap- 
pointed administrative manager of the 
media department at Ogilvy, Benson 
& Mather, New York. Mr. Kashen, 
who has been with OB&M for seven 
years, was media buyer on Lucky Whip 
and Good Luck margarine. These ac- 
counts will now be handled by BERT 
HOPT. 

HELEN HARTWIG has resigned as 
timebuyer from N. W. Ayer, Philadel- 
phia, and has returned to New York. 

ARTHUR L. TERRY, formerly 
media director at the Detroit office of 
Kudner for 15 years, has been ap- 
pointed director of the media depart- 
ment of Geyer, Morey, Madden & Bal- 
lard, same city. 

WALLACE H. LANCTON has been 
named account media supervisor at 
Product Services, New York, in an 
agency expansion move. Mr. Lancton, 
who'll also be doing buying (primarily 
on Slenderella International), was 
formerly vice president in charge of 
sales for Telestar Films. 








FAST CHEMICAL PRODUCTS 
CORP. 
(Meyer & Behar, Inc., N. Y.) 


This company is just entering spot for its 
steam-iron cleaner called SSS-T. It’s using 
schedules of filmed minutes, 20’s and ID’s 
starting this month in top markets coast-to- 
coast on two-week placements. The product 
is relatively new, but reportedly has met 
with good results from print ads and looks 
to tv for a quick educational-type campaign. 
Another product, WOOL TREAT cold- 
water cleaner, has just been introduced via 
schedules in New York and Pittsburgh and 
should expand in the coming months. 
President Sam Meyer is the contact. 


FUN-BILT TOYS, INC. 
(Killingsworth-Moreland, L. A.) 


After appointing this agency to its 
account last fall and setting a 
Christmas campaign, this toy firm set a 
Participation in Little Rascals on 
wasc-tv New York to begin about March 
1. However, production troubles caused 
a postponement of the starting date for 

a few weeks. The buy indicates probable 
similar activity in other top markets. 
Chief a.e. John Wolfe is the contact. 


GENERAL CIGAR CO. 
(Young & Rubicam, Inc., N. Y.) 


The brief schedules ROBERT BURNS 
CIGARILLOS used late last year in 
Buffalo, Chicago and Pittsburgh—offering 
two of the miniature cigars for an empty 
cigarette pack—apparently brought 
satisfactory results. At press time, plans 
were being laid to repeat the offer in a 
handful of other top markets, but no buying 






had begun. Russ Young and Adelaide 
Hatton are the timebuyers. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


Considerable activity is underway for 
POST’S ALPHA-BITS, with many existing 
schedules which were placed for four-to- 
six weeks being extended and a number of 
top markets added to the cereal’s list. A 
recent buy placed filmed minutes in 
Romper Room in Albany, Baltimore, 
Chattanooga, Cleveland, Davenport, 
Johnstown, Nashville, New York, Omaha, 
Nebraska, Orlando (Fla.), Phoenix, 
Providence, Raleigh, Sacramento, San 
Francisco, Scranton, Spokane, Springfield 
(Mass.), St. Louis, Tampa and Washington 
Dave Allen is the timebuyer. 


GENERAL MILLS 
(Dancer-Fitzgerald-Sample, Inc., 
ee 

As indicated here last Dec. 29, new buying 
is on for COCOA PUFFS in scattered 
major markets. Filmed minutes run in kid 
shows, starting early this month for six to 
13 weeks. Dick Boege is the timebuyer. 


GENERAL MILLS, INC. 
(Knox Reeves Adv., Inc., 
Minneapolis ) 


Activity was reported here for BETTY 
CROCKER ready-to-bake PIZZA in the top 
20 markets, with day and night minutes 
set in varying frequencies for about 16 
weeks. Action in major midwestern markets 
is noted for a new cereal from the company, 
with daytime minutes set for six to 10 
weeks. Phil Archer is the timebuyer. 
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GLIDDEN CO. 
(Meldrum & Fewsmith, Inc., 
Cleveland ) 

It’s reported this paint company is 
preparing to set a number of brief 
schedules in selected markets for a spring 
“paint-up” campaign. Placements would 
consist of saturation frequencies for two- 
week periods, with southern markets used 
first and others added as the weather warms 
up. Muriel Lamppert is the timebuyer. 


GOLD MEDAL CANDY CORP. 
(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 

At press time, hypoing of the schedules 

set in January for BONOMO’s turkish taffy 
was under way in many of the brand’s 

40 markets. Afternoon kid shows get live 
and filmed minutes. The ’59 budget is 
reported up 35 per cent over last year’s. 
Sample schedule increase: daily minute 
participation in the late-evening Claude 
Kirchner Show on wor-tv New York. Joyce 
Peters is the timebuyer. 


GOLD SEAL CO. 
(Campbell-Mithun, Inc., 
Minneapolis ) 

Reportedly GLASS WAX is moving for 
spring-cleaning time with buys of daytime 
filmed minutes in about 15 top markets. 
The placements began late last month and 
early in March and will run about 13 
weeks. Patricia Brouwer is the timebuyer. 


GRANDMA COOKIE CO. 
(Searcy Adv. Agency, Portland, Ore.) 


This bakery-products firm just signed a 
52-week contract with Kcw-tv Portland 
for sponsorship of Cisco Kid, plus some 
supporting spot. With distribution 
throughout Oregon, southwest Washington 
and Idaho, similar tv activity might be 
under way in other top markets in those 
states. President Morris Searcy is the 
contact. 


HEKMAN BISCUIT CO. 
(George H. Hartman Co., Chicago) 
The first of this month was the kick-off 
date for a new series of films in major 
Ohio and Michigan markets. The 20-second 
spots feature Tom Poston in a humorous 
approach not heretofore used by Hekman 
for its Saltine crackers. Supported by a 
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KELO-TV, Sioux Falls, S. D. 
KROC.-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEBN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 
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Sylvan Taplinger, director of tv-radio 
at Doner & Peck, Inc., where among 
other duties he supervises the agency's 
Timex Jazz Show packages, was re- 
cently elected vice president. 


radio buy of ID’s, the campaign runs four 
weeks. Jean Seaman is the timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 

Buying was just winding up at press time 
on the markets to be used in this 
manufacturer’s “spot-tacular” campaign 
which kicks off this week. Lengths of the 
schedules vary from four to 13 weeks, with 
frequencies anywhere from one to 10 spots 
per week—all depending on the individual 
market. Minutes are the primary 
ammunition, with some ID’s also used. In 
addition to the regular POLL PARROT, 
WEATHERBIRD and RED GOOSE 
children’s lines and the JOHN C. 
ROBERTS and KINGSWAY men’s lines, 
four other men’s brands—RAND, 
RANDCRAFT, CITY CLUB and 
WESBORO—nmake their video debut in the 
films. Following are the 127 markets set 
now, with a few more to be added and 
possibly some deletions: Boston, 
Providence, Hartford-New Haven, New 
York, Rochester, Buffalo, Philadelphia, 
Wilkes Barre-Scranton, Pittsburgh, Erie, 
Baltimore, Washington, Huntington- 
Charleston, Richmond, Norfolk, Roanoke, 
Greensboro (N. C.), Durham-Raleigh, 
Greenville (N. C.), Charlotte, Columbia 
(S. C.), Greenville (S. C.), Atlanta, 
Augusta, Savannah, Macon, Columbus 
(Ga.), Albany (Ga.), Miami, Tampa-St. 
Petersburg, Orlando, Jacksonville, Talla- 
hassee, Pensacola, Mobile, Birmingham, 
Montgomery, Memphis, Nashville, 
Chattanooga, Knoxville, Johnson City- 
Bristol, Jackson, Tupelo (Miss.), 
Louisville, Paducah, Cleveland, 
Youngstown, Columbus, Dayton, Toledo, 
Detroit, Bay City-Saginaw, Lansing, Grand 
Rapids-Kalamazoo, Indianapolis, Evansville, 
Ft. Wayne, South Bend, Chicago, Peoria, 
Quincy, Decatur, Champaign, Milwaukee, 
Madison, Wausau, Eau Claire, Minneapolis- 
St. Paul, Duluth, Des Moines, St. Louis, 
Kansas City, Springfield, Columbia (Mo.), 
Little Rock, Fort Smith, New Orleans, 
Baton Rouge, Lafayette, Lake Charles, 
Alexandria, Monroe, Shreveport, 
Brownsville-Harlingen, Corpus Christi, 
Houston, Beaumont, San Antonio, Waco, 
Tyler, Dallas-Ft. Worth, San Angelo, 
Abilene, Odessa, El Paso, Lubbock, 
Amarillo, Texarkana, Oklahoma City, 





Tulsa, Wichita, Omaha, Lincoln, Fargo, 
Grand Forks, Albuquerque, Denver, 
Billings, Butte, Great Falls, Salt Lake City, 
Tucson, Phoenix, Las Vegas, Boise, 
Spokane, Seattle, Yakima, Portland, 
Eugene, Sacramento, San Francisco, Fresno, 
Bakersfield, San Diego, Los Angeles. Media 
manager Fred Wuellner is the contact. 


LIGGETT & MYERS 
TOBACCO CO. 


(McCann-Erickson, Inc., N. Y.) 


Most of the top markets across the country 
are getting schedules under way right now 
for CHESTERFIELD, with the placements 
to continue until the end of April. 
Minutes, 20’s and ID’s a:< »eing used in 
both day and night s!eis; the agency 
reportedly wanted anything good it could 
get and was having difficulty (as are most 
of the cigarette firms) facing top quality 
avails, Virginia Conway is the timebuyer. 


LINCOLN-MERCURY 
DEALERS ASS’N. 


(Kenyon & Eckhardt, Inc., San 
Francisco ) 


It’s understood the agency is planning 
schedules of 20’s to begin shortly after 
mid-March in and around Denver. Prime 
availabilities would be used for about five 
weeks. As various sections of the country 
are handled out of the K&E Dallas, Los 
Angeles and other offices, requests for 
local schedules generally originate with the 
dealers in the area. Account executive 
Ralph Grady is the San Francisco contact. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


This tobacco firm often shifts its brands 
around, with OLD GOLD, KENT and 
NEWPORT using the same availabilities. 
At present, OLD GOLD is reportedly active 
in taking over some of the KENT spots, 

as well as adding buys of its own. Minutes 
and 20’s began last week in most markets 
and will run for 13 weeks. KENT is 
reported as adding ID’s for its king-size 
smoke near sports and specials on all 

three networks. Kent buyer Tom McCabe 
and Sally Reynolds handled the timebuying 
while Old Gold buyer Bob Kelly was out ill. 


NORTHAM WARREN CORP. 
(Doyle Dane Bernbach, Inc., N. Y.) 


The first tv spot buy for CUTEX nail polish 
and lipstick since DDB acquired the 
account last spring kicked off March 1 in 
the top 25 markets. Minutes and 20’s in 
“good” time slots will run for 26 weeks. 
The company’s recently introduced SATIN 
SPONGE deodorant has been using radio, 
but will reportedly be moving into video 
shortly as well. Jerry Sachs is the 
timebuyer. 


NORTHWEST ORIENT 
AIRLINES 


(Campbell-Mithun, Inc., 
Minneapolis ) 


The airline, having considerable success 
with its clever radio jingle in recent 
months, has set the jingle to filmed spots 
featuring Buster Keaton. They’re currently 
running on six-to-13-week placements in 
Chicago, Detroit and Seattle, with New 
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Buyer Profile 
<0" of the major problems the 


television timebuyer faces 
today is that everybody wants to buy 
minutes because of the belief that 
you must have as much time as pos- 
sible for getting the message across.” 
Ira Gonsier, timebuyer at Sullivan, 
Stauffer, Colwell & Bayles, New York, 
points out that minutes are at a pre- 
mium. “They’re restricted to fringe 
time and non-network time, and 20’s 
can go begging in a market where 
you can’t get a minute. Then, too, 
when you can buy only 20’s, they’re 
frequently as expensive as minutes in 
fringe time. You’re lucky if you have 
a product for which you can recom- 
mend the use of 20 seconds, and can 
do as good a selling job as with 
minutes.” 

A factor on the brighter side of 
spot buying, is “the increasingly at- 
tractive ‘plans’ offered by daytime 
television which provide very eco- 
nomical buys, especially to a multi- 
product advertiser. A single product 
advertiser may run into difficulty 
because he can’t afford that much 
saturation, while an advertiser with 
several products can make excellent 
use of a 15 plan.” (Some of Mr. 
Gonsier’s accounts—Lever Bros. and 
Block Drug Co.—fit into this cate- 
gory.) “This is not to say that a 
single-product advertiser cannot do 
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That’s Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 

l- tike 


7:45-12 N. 


IRA GONSIER 


well on spot television; even the 
smaller plans are economical.” 

The SSC&B media operation has 
the buyer in on a campaign at the 
planning stage. He works with the 
associate media director in the de- 
velopment of varied suggested ap- 
proaches. “Since he contributes to 
the planning from the beginning, he 
is certainly far better equipped to 
know the needs of the client, market- 
ing as well as media, which makes 
for more intelligent buying.” 

An affable 


studious mien, Mr. Gonsier, who has 


young man with a 
a master’s degree in economics from 
New York University, lives with his 
wife and two children in Yonkers, 
N. Y. He collects stamps and classical 
records because he finds it “fun and 
relaxing.” 


ALL DAY---ANY DAY 


Here's why survey-proved WIBW-TV is your best buy for 
complete coverage of the entire Topeka market. 


e WIBW-TV commands the viewing audience. 
survey figures: 


Share of Audience Monday-Sunday 
12 N.-6 p.m. 


Note current 


6 p.m.-12 Mid. 


 WIBW-TV 
/ SATURATES TOPEKA 
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57.0% 50.3% 51.1% 

e In the 447 rated quarter-hours ...WIBW-TV ranked FIRST. 

ein the top 15 Once-a-Week shows (with an average pro- 
gram rating of 44.13)... WIBW-TV had an average rating 
of 37.69%. 

e WIBW-TV serves 38 rural and urban counties in the heart 
of Konsas... where total gross income for 1957 was 
$719,277,000.00. 1958 is a banner year. 


e WIBW-TV saturates 218,190 TV homes. (NCS-#3) 


York and a few other markets probably to 
be added to the list soon in an expansion 
move. The spots are 20’s and are slotted 
near news and weather shows. Ben 
Leighton is the timebuyer. 


PROCTER & GAMBLE, INC. 
(Tatham-Laird, Inc., Chicago) 


The new liquid detergent from P&G, 
MR. CLEAN, which has been testing 

on WKBN-TV Youngstown, is moving into 
West Virginia with an introductory 
saturation campaign on WTAP-TV 
Parkersburg. The area around Denver 
also seems likely to get a schedule soon. 
Paul Schlesinger was recently appointed 
contact supervisor on the account. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


ZEST returns this month in top markets 
with placements of night minutes to run 
through the P&G contract year. Frequencies 
vary, depending on the market. Paul Roth 
is the timebuyer. 


PROCTER & GAMBLE CO. 
‘Young & Rubicam, Inc., N. Y.) 
The annual spring “clean-up” drive for 
SPIC ’N SPAN got under way last week in 
40-50 top markets. Filmed minutes in 
night slots will run 13 weeks and slightly 
beyond in some instances. Frequencies are 
fairly heavy. Joe Ostrow is the timebuyer. 


RALSTON PURINA CO. 
(Guild, Bascom & Bonfigli, San 
Francisco ) 


A March 30th start is reported for 
schedules placed in Los Angeles, Dallas- 
Fort Worth, Kansas City, Fresno, San 
Francisco, Oklahoma City-Tulsa, Seattle, St. 
Louis, Phoenix-Tucson and Sacramento for 
CORN CHEX. Prime-time 20’s will run for 
about 13 weeks. Marcelee Sanders is the 
timebuyer. 


Topeka has1TV Station WIBW-TYV is it 


Survey Figures 
Prove 
WIBW-TV’s Value 


e Not even the combined efforts of 3 
distant Kansas City TV stations can be- 
gin to dent the Rich Topeka Market, 
according to a current survey. 


Share of Audience 
Monday-Sunday 
7:45 12N 6p.m. 
12N 6p.m. 12 Mid. 
WIBW.-TV, TOPEKA 57.0% 50.3% 51.1% 
Sta. A, Kansas City 10.7 | 10.0 97 
Sta. B, Kansas City 6.1 10.4 9.6 
Sta. C, Kansas City 13.4 | 14.7 | 15.3 





WIBW-TV CBS-ABC Channel 13 Topeka, Kansas 


REPRESENTED BY AVERY-KNODEL, INC. 








YOUR 0 FOR QUALITY In Chicago WNBQ and 


WMAQ mean Quality with a capital Q! And everybody's 
handing out prizes for it— the Audience and the Trade. & 
Chicago's audience votes prizes to WNBQ and WMAQ 
every day . . . from early morning to late at night. In tele- 


vision, WNBQ, the world’s first all-color station, is the only 
network television station in Chicago to show a gain in total 
share of audience over the year.* @ Jack Paar sews up late- 
evening television with an average rating of 16.1 between 
10:15 and midnight; 28 per cent highe. than the highest 
rated feature film during this time period!** M@ In radio, 


WM \Q’s Henry Cooke leads off with as much as 24 per cent 


"ARB, Feb. ’58 & Feb.’59 **ARB, Feb.’59 ***Nielsen, Jan. ’59 


of the morning audience.*** M Rounding out the day is Jack 
Eigen, the nation’s most imitated interviewer, with as much 
as 32 per cent of the late night audience!*** ™ Chicago's 
trade votes prizes too! ™@ The Chicago Federated Advertising 
Club, for instance, awarded the two stations eight first places 
in the last local competition for programming excellence. 
More than any other station. & WMAQ and WNBQ were 
the only Chicago stations cited in the Broadcasting and TV 
Age national promotion competitions. M@ Other national 
awards include citations for Alex Dreier, Clifton Utley and 


Len O'Connor for excellence in news coverage. M Take 


WNBQ=WMAQ 


NBC IN CHICAGO * SOLD BY NBC SPOT SALES 


YOUR Q for success in Chicago... t 
































































AUSTIN, MINN. 
3-Station Market 
(one-week ratings) 


TOP SYNDICATED FILMS 
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BUFFALO 
3-Station Market 
(four-week ratings) 


P 


SYNDICATED FILMS 


1. State Trooper (MCA) KGLO-TV Sat. 9:30 1. Three Stooges (Sereen Gems) WGR-TV M-F 5 
2. Huckleberry Hound (Kellogg) KGLO-TV Thu 2. 26 Men (ABC) wer-Tv Thu. 10:30 
3. Whirlybirds (CBS) KGLO-TY Mon. 7 3. Walter Winchell File (NTA) 
4. 26 Men (ABC) KGLO-TV Sun. 9:36 WKBW-Tv Sat. 10:30 .......... 
5. Woody Woodpecker (Kellogg) 4. African Patrol (GKS) w6er-tv Sat. 7 
KMMT Mon. 6:30 “ wad 3 21.7 5. Mike Hammer (MCA) WGR-TV Mon. 10:30 
6. Mackenzie's Raiders (Ziv) KM™MT Sun. 9 21.6 6. Highway Patrol (Ziv) wor-tTv Tue. 16:30 
7. David Niven Theatre (Official) 7. Sea Hunt (Ziv) wGr-tTv Sun. 3:30 
KMMT Fri. 9:30 a ee 21.3 8. Rescue 8 (Screen Gems) WGR-TV Fri. 7 
8. Dick Powell Theatre (Official) 9. Official Detective (NTA) woer-Tv Wed. 10:30 
KMMT Tue, 9:30 18.0 9. Huckleberry Hound (Kellogg) 
9. Judge Roy Bean (Screencraft) GE a ee 
KMMT Thu. 9:30 ee 2g 17.9 160. Crusader (MCA) WKBW-TV Sun. 10 
9. Championship Bowling (Schwimmer) 11. State Trooper (MCA) WBEN-TV Thu. 7 
KGLO-TV Sun. 1 . es ee 17.9 12. Silent Service (CNP) WEEN-TV Sat. 10:30 
10. Silent Service (CNP) Kroc-tTv Sun. 9 17.7 3. Woody Woodpecker (Kellogg) 
1l. Rescue 8 (Sereen Gems) Kroc-Tv Thu. 8 17.4 ee | a eee 
11. U. S. Marshal (NTA) KGLO-TV Sat. 8 17.4 14. Superman (Kellogg) wor-Tv Mon. 5:30 
12. Sea Hunt (Ziv) Kroc-Tv Thu. 7 17.1 
13. Silent Service (CNP) KGLO-TV Wed. 7:30 .16.1 TOP FEATURE FILMS 
TOP FEATURE FILMS Family Playhouse wGRr-Tv Sun. 1:30-3:30 
2. Early Show wkew-tv Wed. 6-7:15 
1. Gene Autry Feature KGLO-TV Sat. 11-12 24.0 3. Early Show wkpew-tv Fri. 6-7:15 
2. Matinee KGLO-TV Sat. 12-1:15 ..... 5.1 4. Early Show WKBw-TV Tue. 6-7:15 
3. TV Hour of Shows KMMT 4. First Run Playhouse WKBW-TV Sat. 3-4:30 
Sun. 10:30-12:15 a.m ‘ , 10.2 
4. TV Hour of Shows KMMT Wed. 10:30-12 mid. 10.1 TOP NETWORK SHOWS 
5. TV Hour of Shows KMMT Mon. 10:30-12 mid. 9.9 


1. Danny Thomas WBEN-TV 
TOP NETWORK SHOWS 2. Gunsmoke WBEN-TV 
3. The Rifleman WkKrw-TV 
1. Gunsmoke KGLO-TV 55.1 4. What’s My Line WREN-Tv 
2. The Rifleman KMMT 5. Perry Como WGR-TV 
2. Red Skelton KGLO-TvY 6. Maverick WKBW-TV 
3. I've Got a Secret KGLO-TV 7. Loretta Young Presents wWGR-TV 
The Real McCoys KMMT 7. The Real MeCoys WKBW-TV 
5. Danny Thomas KGLO-TV 8. Lassie WBEN-TV : ‘Serre eT 
6. Maverick KMMT 9. Person To Person WREN-TV 
7. Cheyenne KMMT .* . 9. Red Skelton WREN-TV 
8. Have Gun, Will Travel KGLO-TV 
¢ pave It pave ¢ Tar _ 
ee feet ee a MINNEAPOLIS-ST. PAUL 
4-Station Market 
INDIANAPOLIS (one-week ratings) 
S-Station Market TOP SYNDICATED FILMS 
(four-week ratings) 
1. Death Valley Days (U. S. Borax) 
TOP SYNDICATED FILMS WCOO-TV Sat. 9:30 ........... 
2. Popeye (UAA) weco-Tv M-F 5:36 
1. Death Valley Days (U. S. Borax) 3. Woody Woodpecker (Kellogg) 
WISH-TV Sat. 7 P canes 31.8 weco-Tv Wed. 5 ome . . 
2. Highway Patrol (Ziv) wisH-Tv Sat. 10:30 .30.6 4. Superman (Kellogg) weco-tTv Thu. 5 
3. Annie Oakley (CBS) WIsH-Tv Sat. 6 27.3 5. Wild Bill Hickok (Kellogg) wcco-tv Sat. 11 
4. Sea Hunt (Ziy) wisH-Tv Tue. 7 panes 1 6. Flight (CNP) KsSTP-TV Wed. 9:30 
5. Huckleberry Hound (Kellogg) 7. Highway Patrol (Ziv) KSTP-TVv Mon. 9:30 
WLW-t Sun. 6:30 .. see sees 8. State Trooper (MCA) KSTP-TV Tue. 9:30 
6. Soldiers of Fortune (MCA) wtLiw-1 Sun. 6 9. Huckleberry Hound (Kellogg) 
7. San Francisco Beat (CBS) wisH-Tv Mon. 7 .21.3 ey Si NEO ne 
8. 26 Men (ABC) wiw-1 Sun. 6:30 20.1 16. Whirlybirds (CBS) KsTP-Tv Sun. 9:30 
9. Whirlybids (CBS) wisH-tv Fri. 7 . 19.6 11. New York Confidential (ITC) weco-Tv Tue. 7 
10. Jeff's Collie (ITC) wreM-tv Sat. 6:36 18.9 12. Mackenzie’s Raiders (Ziv) 
11. Danger Is My Business (CNP) WLW-1 Mon. 7 18.5 KSTP-TV Sat. 9:30 ..... at See 
12. Rescue 8 (Screen Gems) WLw-! Fri. 7 18.4 13. Sea Hunt (Ziv) wTcN-tv Thu. 9 . 
13. State Trooper (MCA) wWFrBM-TV Wed. 10:30 .18.2 14, Sky King (Nabisco) weco-tv Sat. 11:30 
14. New York Confidential (ITC) 15. Popeye (UAA) weco-Tv Sat. 12:30 
WISH-Tv Thu. 7 oe : . eeeee 17.9 
15. Woody Woodpecker (Kellogg) wLw-1 Thu. 5 17.8 TOP FEATURE FILMS 
TOP FEATURE FILMS 1. Movie Spectacular WTCN-Tv 
Mon. 9:45-12:15 a.m 
1. Late Show wisH-tTv Sat. 11:15-1: 13.8 2. Movie Spectacular WTCN-TV 
2. Hollywood's Finest wLw-1 Sun - 13.3 Wed. 10-12:15 a.m. ........ ee 
3. Family Theatre wLw-t Sun. 1:30 . 16.6 3. Sunday Spectacular WTCN-TV Sun. 2-4:30 .. 
4. Curly’s Cowboy Theatre wreM-Tv Sat. 12-1 . 9.6 4. Movie Spectacular WTCN-TV Fri. 9:45-12 mid 
5. Late Late Show wisH-Tv Sat. 12:30-1:30 a.m. 8.8 5. Movie Spectacular WTCN-Tv Sat. 9:45-11:30 
TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. Gunsmoke WISH-TV 48.2 1. Gunsmoke Wcco-TVv 
2. Maverick WLW-! . 41.2 2. What's My Line weco-Tv 
3. Wagon Train WFrrM-TvV 3 2. I’ve Got a Secret woco-Tv 
4. Perry Mason WISH-TV ............. 3. Wagon Train KSTP-TV 
5. Have Gun, Will Travel wisH-Tv 3. Perry Como KSTP-TV 
6. Danny Thomas WISH-TV i 4. Danny Thomas wcco-Tv 
T. Tennessee Ernie Ford wrpM-Tv ..... 5. Bed Skelton WCCO-TV ......cccccccs 
8. I’ve Got a Secret WISH-TV 6. The Price Is Right KSTP-TV ....... 
9. Father Knows Best WISH-TV 9 7. You Bet Your Life KSTP-TV ........... 
The Rifleman WLW-I ..... Scececesceasaeweee 5, Ge ee OS ov ieie ee civecsc 


> a 








17.0 


16.5 
16.3 


16.1 


14.0 
3.1 
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CINCINNATI 
3-Station Market 
(one-week ratings) 


TOP SYNDICATED FILMS 


























Death Valley Days (U. S. Borax) 
WKkc-TV Fri. 7 ° 29.1 
Search For Adventure (Bagnall) 
WLW-T Wed. 7 eo0 — 
Danger Is My Business (CNP) WLW-T Mon. 7.26.5 
Mike Hammer (MCA) Wkkc-TV Wed. 9 .23.2 
Highway Patrol (Ziv) WkKrc-TV Sat. 10:30 .21.5 
Gray Ghost (CBS) wkrc-Tv Sat. 7 21.0 
Ciseo Kid (Ziv) wero-tv Sun. 6 . -+- 26.6 
Rescue 8 (Screen Gems) WLW-T Wed. 10:30 .26.6 
Decoy (Official) WLW-T Sun. 16:30 20.3 
Mackenzie's Raiders (Ziy) WKRC-TV Tue. 7 .20.1 
26 Men (ABC) wiw-t Thu. 7 . 18.7 
Annie Oakley (CBS) wopo-tv Thu. 6:30 ..18.2 
Sea Hunt (Ziv) wkro-Tv Thu. 7:30 ..... 18.0 
Huckleberry Hound (Kellogg) 
waro-tv Wel. © ...ccccesess 17.9 
Roy Rogers (Frontiers, Inc.) 
aoe Te, SEO. ciccaccesuneuae es 17.6 

TOP FEATURE FILMS 
Gold Cup Matinee WLW-T Tue. 5-6:30 12.8 
Gold Cup Matinee wLw-T Fri. 5-6:30 12.6 
Gold Cup Matinee WLW-T Wed. 5-6:30 .12.3 
Sunday Playhouse WKRC-Tvy Sur 12.3 
Home Theatre wkre-Tv Sat. 5-6:30 11.2 

TOP NETWORK SHOWS 
Maverick WCPro-TV 52.8 
Wagon Train WLW-T 45.7 
The Rifleman wcro-TV 45.2 
The Real McCoys wero-Tv 412.8 
Wyatt Earp wcPpo-Tv eatine 39.6 
Gunsmoke WKRC-TV . ‘ ° cces es sun 
Sugarfoot WcCPo-TV 36.1 
Lawman WCPO-TV 35.1 
Restless Gun WLW-T 4.8 
Perry Como WLW-T 44 

NEW ORLEANS 
3-Station Market 
(one-week ratings) 

TOP SYNDICATED FILMS 
Sea Hunt (Ziv) wpsu-Tv Tue. 9:30 37.8 
Mike Hammer (MCA) wwt-Tv Fri. 9:30 4 
Casey Jones (Screen Gems) wpDsu-Tv Sat. 6 Ja 
Sheriff of Cochise (NTA) WWL-TV Sat. 9:30 4 
State Trooper (MCA) wpsvu-Tv Tue. 10 ...31.0 
Our Miss Brooks (CBS) wpsv-tTv Sun. 9:30 8 
U. S. Marshal (NTA) wopsv-tTv Wed. 10 8 
Union Pacific (CNP) wosvu-Tv Thu, 9:30 6 
Sky King (Nabisco) wpsu-tv Sat. 11 .....2 1 
Soldiers of Fortune (MCA) wpsv-Tv Sat. 5:30 25.1 
Highway Patrol (Ziv) wpsvc-Tv Fri. 16 4.3 
26 Men (ABC) wosv-tv Fri. 10:30 ......24.1 
Popeye (UAA) WWL-TV M-F 5:34 . - 2 33,8 
Glencannon (GKS) wwtL-Tv Tue. 7 .......22.5 
Walter Winchell File (NTA) WwL-Tv Mon. 10 22.3 

TOP FEATURE FILMS 

House of Shock WwL-Tv Sat. 10:30-12 mid. .23.3 
Night Owl Theatre wpsu-Tv Sat. 12-1:45 a.m, 19.1 
Falstaff First Run Theatre wpsv-TV 
Sat. 10:15-12 mid .17.3 
Sunday Spectacular WDSU-TV 
ee EE ae a 16.4 
Roy Rogers Feature WDSU-TV 
Sat. 7:30-8:30 a.m 15.1 

TOP NETWORK SHOWS 
Loretta Young Presents WDSU-TV .57.7 
Wagon Train WDSU-TV ........... . 53.0 
The Price Is Right wopsv-Tv . 46.9 
Perry Como WDSU-TV ........ 44.0 
M Squad wpsvu-Tv .414 
The Californians WDSU-TV ..........++++. 40.7 
Restless Gun WRGU-FV .... oc cccccssccenn 40.4 
Chevy Show wpsv-TV 40.1 
What’s My Line WWL-TV .........--.0008 39.9 
Zane Grey Theatre WWL-TV .........- . 39.3 
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CLEVELAND DALLAS-FT. WORTH GREENVILLE-SPARTANBURG 
3-Station Market 4-Station Market 3-Station Market 
(one-week ratings) (one-week ratings) (one-week ratings) 


TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 


U. S. Marshal (NTA) wews Fri 
Popeye (UAA) KYW-TV M-F 5 

Silent Service (CNP) wsw-tTv Sat. 
It’s a Great Life (Victory) Kyw-Tv S 





Death Valley Days (U. S. Borax) 1. Sea Hunt (Ziv) wrec-tv Tue 
KRLD-TV Sat. 9:30 ‘ 
2. Highway Patrol (Ziv) wraa-tTv Fri. 9:36 


2. Sheriff of Cochise (NTA) wrec-Tv Mon. 7 
3. Jeff's Collie (ITC) wrec-tv Fri. 7 
4. 26 Men (ABC) wrec-tv Thu. 7:36 


te 

e 

~ 
t 














..28.6 3. Mike Hammer (MCA) wraa-tTv Thu. 9 0 
1. 7.26.5 5. Casey Jones (Screen Gems) 4. Rescue 8 (Screen Gems) WFAA-TV Sun. 8:30 . 5. U. S. Marshal (NTA) wree-tTv Wed. 7 23.1 
239 rw-ae Gat. ©2390 occccvicmensseansneee 21.9 5. Woody Woodpecker (Kellogg) Krsz-TV Tue. 6. 6. Amos ‘n’ Andy (CBS) wsra-tv Sat. 7 19.9 
2 3 6. Sea Hunt (Ziv) wiw-tTv Sat. 7 ia ---.19.8 6. Huckleberry Hound (Kellogg) 7. Roy Rogers (Frontiers, Inc.) wrnc-Tv Wed. 6.19.4 
21.8 7. Soldiers of Fortune (MCA) KYW-TV Sat. 6 ..18.3 a ke ra ee ee 16.9 8. Amos ’n’ Andy (CBS) wspa-rv M-F 18.8 
2. 20.8 8 Union Pacifie (CNP) Kyw-Tv Wed. 10:30 ..16.4 7. Superman (Kellogg) KF3z-TV Mon. 6 .. .. 16.6 9. Roy Rogers (Frontiers, Inc.) 
30 .20.6 9. Sky King (Nabisco) KYw-Tv Sat. 12 ......16.2 8. Sty King (Nabisco) KRLD-TV Sat. 11 .. 15.7 wrne-Tv Thu. 5:30 18 
2. 20.3 10. Dial 999 (Ziy) wews Tue. 10:30 9. Wild Bill Hick (Kellogg) Krsz-tTv Wed. 6.15.4 16. Frontier Doctor (H-T-S) wrec-tv Thu. 6 18.8 
7 .20.1 1. 26 Men (ABC) wews Tue. 1@ .......... 15.8 10. Three Stooges (Screen Gems) 11. Annte Oakley (CBS) wrnec-tv Tue. ¢ 17.6 
18.7 12. Decoy (Official) KYW-TV Mon. 10:30 .. 15.5 KFsz-TvV M-F 6:30 ~an By ne 11. Target (Ziv) wree-tv Thu. 7 17.6 
..18.2 l Harbor Command (Ziv) Kyw-tTv Sat. 10:30 .15.3 11. State Trooper (MCA) wBAP-TV Tue. 9:30 ..14.9 12. Sky King (Nabisco) wrnc-tv Fri. ¢ 17.1 
... 18.8 14. Roy Rogers (Frontiers, Inc.) 11. Annie Oakley (CBS) Krsz-tv Fri. 6 . wy 13. Casey Jones (Screen Gems) wserpa-Tv Wed. T . 16.8 
wews Sun. 6:30 .. eccecvesccccccces 15.0 12. U. S. Marshal (NTA) wraa-Tv Thu. 9:30 ..14.2 14. Our Gang (Interstate) wrec-rv T, W, Th. 5 .15.9 
17.9 15. New York Confidential (ITC) wsw-tv Tue. 8 .14.9 13. Sea Hunt (Ziv) KeLp-Tv Thu. 7:30 coc ckd® 





14. Popeye (UAA) KFsz-TV M-F 5:30 ....... 12.0 


poocclktae 14. Our Gang (Interstate) Krsz-TvV Tu, Th. 7 12.0 TOP FEATURE FILMS 
TOP FEATURE FILMS 








TOP FEATURE FILMS 1. Saturday Matinee wrnc-tv Sat. 1-3 16.1 

’ 1. Early Show KYw-Tv Mon. 5 -7:15 +o. 28.8 2. Super Western wLos-Tv Sun. 6-7:30 15.5 

2. Academy Award Theatre KYW-TV 1, Command Presentation Krsz-Tv Fri. 7-8:3@ .17.2 3. Andy Hardy Theatre wrec-Tv Mon. 5-6:30 .11.7 

--12.8 Gun. 20:30-28:80 B.A). ces ccisecccccccecd 9 2. Command Presentation KFJz-TV Mon. 7-9 ...14.8 4. Movierama wrec-Tv Sat. 11-1 a.m 9.7 

--- 126 Early Show Kyw-Tv Thu. 5:45-7:15 4 3. Command Presentation Krsz-TV 5. Early Show wLos-Tv Mon. 6:15-7:30 8.7 
--123 4. Early Show KYw-TV Wed. 5:45-7:15 7 Tue. 7: Ee a 13.8 
a 5. Early Show Kyw-tTv Thu. 5:45-7:15 2.4 4. Command Presentation krsz-Tv Thu. 7:15-9 .11.3 


Channel 8 Theatre WFAA-TV TOP NETWORK SHOWS 





Fri. 16:30-12:15 a.m. ° socccevcces IO.8 

7S iE { ‘ 4 1. Wagon Train wrrc-tv 47.4 
e Tor NETW ORK SHOW Ss TOP NETWORK. SHOWS 2. Gunsmoke wWSPA-TV . 42.3 
1. Loretta Young Presents KYW-TV Teeyerr, 3. Father Knows Best wspa-tv 38.5 

S. Bipmemhes WH sdncclic ccc cuune bbndedkack 46.1 1. Gunsmoke KRLD-TV ..... 4. The Price Is Right wrec-tv 7.8 

The Real McCoys WEews 44.3 2. Maverick WFAA-TV . 5. Have Gun, Will Travel wspa-tv 7.7 

c. OS Geet Ue Geet oc ee 41.9 3. What’s My Line KRLD-TV ........ 6. Bob Hope wrnc-tv 9 

Peney Gen. ROG ocd 6cck bc keawdobee .41.0 4. The Real McCoys WFAA-TV 7. Danny Thomas WSsPA-TV 32.4 

6. The Rifleman Wews ......... . ...39.6 5. Ozzie and Harriet wraa-Tv 8. Zane Grey Theatre wsPa-Tv 32.3 

7. Wagon Train KYW-TV ........ccc0- eS 6. Desilu Playhouse KELD-TV 7 9. Perry Mason WSPA-TV .... : Pe =F 

8. Danny Thomas WJW-TV ........... 38.9 7. Loretta Young Presents wrap-tv 10. Tennessee Ernie Ford wrec-Tv ...........29.3 





Wyatt Earp WFAA-TV fps awe Ge 
9. Wagon Train wWBAP-TV J scesesmne 


16. Have Gun, Will Travel KRLD-TV cdbccvuneee WACO-TEMPLE 
ST. LOUIS 3-Station Market 


(one-week ratings) 
3-Station Market 
(one-week ratings) TOP SYNDICATED FILMS 


SYN yy. ¥ ¥ 4 Ss Roy Rogers (Frontiers, Inc.) 
TOP SYNDICATED FILMS TOP SYNDICATED FILM ener ee ie Bae 


Gunsmoke WJW-TV 
Restless Gun KYW-TV 





oon 
a 





PENSACOLA 
3-Station Market 
(one-week ratings) 











1. Highway Patrol (Ziy) Ksp-tTv Thu. 9:36 4 2. State Trooper (MCA) KWTX-TV Tue. 8 32.2 
1. Bold Venture (Ziv) WEAR-TV Tue. 8 ...... 35.8 Sea Hunt (Ziv) KTvi Fri. 9:30 ... M 3. Sheriff of Cochise (NTA) kwTx-tv Fri. 9:30 .29.9 
2. Whirlybirds (CBS) wkrG-Tv Sat. 9:30 ...34.3 Mike Hammer (MCA) Ksp-Tv Fri. 10 .. 4 4. Popeye (UAA) KCEN-TV M-F 5 29.6 
3. Whirlybirds (CBS) weaR-Tv Tue. 7:30 ...29.8 Frontier Doctor (H-T-S) Ksp-Tv Thu. 10 26.1 5. Gene Autry (CBS) KcEN-TV Tu, Th. 5:30 27 
4. Silent Service (CNP) wkroG-Tv Fri. 6:30 ..27.1 Annie Oakley (CBS) KMOX-TV Sat. 6 ...26.1 6. Highway Patrol (Ziv) KwTx-Tv Sun. 9 26.6 
5. Walter Winchell File (NTA) Death Valley Days (U. S. Borax) 6. Target (Ziv) KCEN-TVY Mon. 8:30 - 26.6 
| Rr ae 24.7 KMOX-Tvy Sat. 9:30 ..... i. . 1 7. Mike Hammer (MCA) KWTX-TV Wed. 8 23.9 
5. Mike Hammer (MCA) WKRG-TV Sat. 10 . we 5. State Trooper (MCA) KspD-TV Tue. 9:30 1 8. Whirlybirds (CBS) Kwrx-tv Tue. 8:36 23.7 
6. Sheriff of Cochise (NTA) WEAR-TV Tue. 7 ..24.4 6. U. S. Marshal (NTA) Ksp-Tv Wed. 10 3 9. Big Story (Flamingo) Kwrx-tTv Wed. 9:30 .21.9 
7. San Francisco Beat (CBS) wear-tTv Thu. 8 .24.2 7. Whirlybirds (CBS) Ksp-Tv Tue. 10 ...... 20.7 10. 26 Men (ABC) KwWTX-TV Mon. 9:30 21.2 
8. Mackenzie’s Raiders (Ziv) WEAR-TV Thu. 9 .23.2 8. The Whistler (CBS) Ksp-Tv Mon. 16 ry ll. Gray Ghost (CBS) KcEN-TV Wed. 8 21.1 
§. Highway Patrol (Ziv) waLa-tv Thu. 8 9 9. Search For Adventure (Bagnall) 12. Union Pacific (CNP) KCEN-TV Tue. 9:30 26.9 
10. Colonel Flack (CBS) wWKRG-TV Tue. 8 9 KSD-TV Thu. 6:30 oe ; 17.2 13. Play of the Week (NTA) Kwrx-tv Sun. 5 ..15.5 
11. Ciseo Kid (Ziv) wWkKRG-TV Wed. 7:30 6 10. Danger Is My Business (CNP) 14. Joe Palooka (Guild) Kwrx-Tv Sat. 5 12.5 
Mon, 10 22.3 - “wg Re eee aa ae . KSD-TV Wed. 9:30 .......... atts 17.0 
3. U. S. Marshal (NTA) WKRG-TVv Thu. 8 20.5 Superman (Kellogg) KsD-TV Mon. 5:30 ...16.5 
14. Rescue § (Screen Gems) waLa-tv Thu, 7 ..20.2 2 Reames 8 taliin ea KSD-TV Mon. 9:30 .16.2 TOP FEATURE FILMS 
Ms 13. Colonel Flack (CBS) Ksp-Tv Sun. 9:30 15.7 
1. Late Date Theatre KCEN-TY 


12 mid. .23.3 TOP FEATURE FILMS TOP FEATURE FILMS a ee ae - 


45 a.m, 19.1 2. Late Date Theatre KCEN-Tv 





1. Best of MGM WEAR-TV Sun. 8-10 a) 1. First Run Theatre KMOXx-TV Sun. 10:30-123 mid 8.3 

..173 2. Late Show WEAR-TV Fri. 10-11:30 Fe | Mek 50295-09 OO OM ee eos coos conn ent ; == Television Theatre KWTx-Tv 

3. The Western WEAR-Tv Sat. 7:30-9 ....... 14.7 2. Late Show KMOX-TV Tue. 10:30-12 mid. ..28.7 Fri. 10:30-12:15 a.m 7.5 

oocceese 16.4 ‘. Sunday Matinee wear-Tv Sun. 4:30-6 .....14.4 3. Late Show KMOX-Tv Fri. 10:30-12:15 a.m. .26.8 4. Cactus Thestre Swee-tv Set. 13-1 1 
5. Double Feature Theatre WEAR-TV M-F 12-3 ..13.9 4. Shirley Temple KMOX-TV Sun, 12:30-2 ....21.7 5. Tx sonny Theatre KWTX-TV a 

osnageee 18.1 5. Late Show KMOX-TV Mon. 16:36-12:30 a.m. .18.8 Sat. 10:60-19:25 a.m — 


TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 











1. Have Gun, Will Travel WkKRG-TV ......... 50.3 D, Ge Be nin wo nawek cschesaneven 17.9 1. Wagon Train KCEN-TV .. 61.0 

OS WEE 5 cs hee diew sud Ohne canes 46.1 2. What’s My Line KMOX-TV .......... ; 44.1 2. Gunsmoke KWTX-TV 58.8 

3. Perry Mason WKRG-TV eae 43.0 3. Danny Thomas KMOX-TV ............ . 43.6 3. Perry Mason KWTX-TV 45.6 

4. The Real McCoys WEAR-TV .............. 40.7 4. Loretta Young Presents KSD-TV .......... 42.6 4. Tales of Wells Fargo KCEN-TV 15.5 

5. I've Got a Secret WKRG-TV .............. 40.4 5. Maverick KTVI ..... Sian ‘0 ae 5. Chevy Show KCEN-TV 43.5 

6. Yancy Derringer WKRG-TV .............. 39.9 6. Ta Ses OE a oss add whe acekans 39.7 6. I've Got a Secret KwTX-Tv 43.1 

coool 1. The Millionaire WKRG-TV ...............37.8 7. Desilu Playhouse KMOX-TV ...............39.1 6. Welk’s Dancing Party Kwrx-Tv : 43.1 
a 40.1 8. Danny Thomas WKRG-TV 4 BS. Mp SD BOE sins soc 0s ne enn occa 38.6 7. Wanted—Dead Or Alive Kwrx-ty . 42.1 
398 §. December Bride WKRG-TV 7.1 9. Wagon Train KSD-TV ............. asuaeme 8. Wyatt Earp KwTx-tTv 10.7 
ae 39.3 10. Father Knows Best WKRG-TV ............36.8 10, Red Skelton KMOX-TV ............. .2 + 88.0 9. Tennessee Ernie Ford KCEN-TV . ween 40.5 
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RINGLING BROS-BARNUM & 
BAILEY CIRCUS 


(McKnight Associates, N. Y.) 


Following the highly successful plan 
begun on a small scale two years ago 
and intensified in °58, the circus is 
breaking with a spot schedule in New York 
at issue date. Live minutes are being 
delivered by virtually every personality 
with a kid show in the market. 
Frequencies are about 50 spots per week, 
with some nighttime ID’s used as 
reminders to reach the parents. Length 

of the campaign has been increased to 





NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


Tsi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
uct 

Contact: 
FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 
Che 


on the grounds of "wef 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 

















seven weeks, as against last year’s five, 
due to the 47-day stay of the show. After 
leaving New York, the circus hits about 
65 cities, each of which will see similar 
spot tv action. Richard Casper handles 
the timebuying. 
RUST-OLEUM CORP. 
(O’Grady-Anderson-Gray, 
cago) 

It’s understood this maker of rust- 
preventive 
spot in some of its 80 markets which 
have had print coverage. The campaign 
begins March 15 for 14 weeks, with 

five- and 10-minute programs to be used. 
Tv director Jack Page is the contact. 
SCOTT PAPER CO. 

(J. Walter Thompson Co., Inc., 
BH.) 

Additional buying was on at press time for 
this firm’s SCOTTIES, CUT-RITE wax 
paper and SCOTT napkins as new markets 
were picked up to overlap with the 
schedules set in January (Jan. 26 Spot 
Report). Day and night minutes are used 
for 10 to 13 weeks. Paul Bures and Marie 
Barbato are handling the buying. 


SHULTON, INC. 
(Wesley Associates, N. Y.) 


Having bought out the aerosol-products 
division of the Bridgeport Brass Co., 
Shulton is beginning to promote one of 
its recently acquired items, GOOD-AIRE 
air freshener. Only two markets—St. Louis 
and Dallas—are getting tv schedules of 
filmed minutes to start early this month 
and run about seven weeks. The product 
is primarily a winter, indoor-living one 
and should be back stronger next fall if 
results are good. Media director Joseph 
Knap is the contact. 

STANDARD BRANDS, INC. 
(J. Walter Thompson Co., Inc., 

Se 

Last week was the starting date for 
placements of TENDERLEAF TEA in a 
dozen top markets. The schedules of 
minutes and 20’s will run for 52 weeks 
with about six spots used weekly. Some 
markets are getting both day and night 
activity, others only night and Los Angeles 
only daytime. Mario Kircher is the 
timebuyer. 


Chi- 


Inc.. 








FLAMINGO TELEFILM SALES INC. 






pantie 
DRAMA— 


CITIZEN SOLDIER, a new series 
of 39 half hours—a dramatized 
account of the greatest events and 
stories of World War I] and the 
exploits of the CITIZEN SOLDIER— 
the backbone of our Armed Forces. 







509 MADISON AVE. 
NEW YORK 22,N.Y. 





additives is considering using 
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U. S. PHARMACAL CO. 
(Gresh & Kramer, Philadelphia) 


Beginning the last week in February, 
this drug manufacturer kicked off its 
first extensive national spot campaign for 
SOOTHENE antiseptic cream and 
BABYSWEET sanitizer. The products 
have seen only test action in the 
Philadelphia area previously, but now are 
being introduced into 36 tv markets. 

A second drive is to follow. While some 
radio is being used, the greater part of 
the $600,000 budget for the 13-week 
campaign is going to video. Bernard 
Kramer is the buying contact. 





PROOF! 


MIDLAND-ODESSA 
Market in “‘Oil-Rich’’ West Texas 
is a Blue chip market. 


CSi PER HSLD RANK 


IN U.S.A. 
MIDLAND——6th 
CDESSA—10th 


IN TEXAS 
MIDLAND—1Ast 
ODESSA—2nd 








a hi nels 








toul & McConnell, Inc 


South—Clarke Brown Company 
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Nighttime M -F quarter 


hours (As many as all 
other area stations com- 
bined) 
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Springfield-Decatur 


® MOST 


Audience For Your 
Money—Lowest Cost Per 
. over 200,000 TV 


Homes 


IT'S THE MOST 





NBC TELEVISION for 
Springfield-Decatur 


CENTRAL ILLINOIS 


WiCs 


PAAR-TICIPATIONS 
53.2 SHARE DEC. ARB 
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YOUNG TELEVISION 


























Banks (Continued from page 43) 


in my broadcast advertising over the 
years.” 

Other banks and savings institu- 
tions in Louisville which are active 
in television include: 

Royal Bank, sponsor of a 10:30 
p.m. newscast on WAVE-TV Sunday 
through Friday. 

Liberty National Bank & Trust 
Company, which has a_ half-hour 
MCA syndicated show, Dr. Hudson’s 
Secret Journal (4:30-5 p.m., Sun.) 
on WHAS-TV. In addition, the bank 
sponsors the station’s hour-long year- 
end review, Flashbacks of 195-, each 
year. 

Citizens Fidelity Bank & Trust Co., 
which sponsors minutes, 20’s and 
ID’s on WAVE-TV. 

Bank of Louisville, which uses 
minutes on WAVE-TV. 

Lincoln Buiiding & Loan Associa- 
tion, which uses minutes and 20’s on 
both stations. On WHAS-TV these are 
in the Early Show Mondays and 
Small Talk on Tuesdays. 

Colonial Federal Savings & Loan 
Association, which has a schedule of 
20’s and ID’s on WAVE-TV. 

Lincoln Bank & Trust Co., which 
is an alternate-week sponsor of the 
syndicated Whirlybirds (8:30-9 p.m., 
Sun.), on WHAS-TV. 

Jefferson Federal Savings & Loan 
Association, which sponsors ID’s on 
WAVE-TV. 


Tv Pays Off in Amarillo 


Faced with a problem quite similar 
to that of many other similar in- 
stitutions, the Security Federal Sav- 
ings & Loan Association of Amarillo 
decided to try television in 1954. At 
that time, savings accounts totaled 
$7,360,000. Today they are $19 mil- 
lion, a dramatic increase in four 
years. 

Phil Carlson, executive vice presi- 
dent, tells the story: “In spite of 
lack of funds for relatively expensive 
v advertising, in October 1954 the 
management decided to use nearly 
the entire budget in tv for savings 
accounts exclusively. At that time, 


the vast majority of Security Federal 
associations in this country felt the 
expense of tv advertising was not 
justifiable and continued to use the 
old types of media—a good many 
continue to do so at this late date. 
“The association has 
since 1954 sponsoring half-hour 
shows on one or more tv outlets in 
Amarillo. While the increased assets 
of the association cannot be credited 
entirely to tv, this form of advertis- 


continued 


AUTOS! 


. .. the Beaumont-Port Arthur-Orange 
market is 90th in the 
. . 5th in Texas* in 


Nation* . 


automotive sales. And only 
KFDM-TV delivers this entire area 
of over 1 million prosperous 
Texans. For Auto Sales 
oat 


KFDM-TV 


ing, the management is quite certain, 
has contributed to a large majority 
of the increase. 

“An interesting result is the fact 
that another of the 
offices, 50 miles away (Pampa), feels 


Association’s 


it has benefited even more by this 
form of advertising. Since Security 
Federal began using tv both com- 
petitive savings associations have 
pursued the same course.” 

Security Federal spends approxi- 





*§. M. Survey of 
Buying Power, 1958 


BEAUMONT 
PORT ARTHUR 
ORANGE 


See PETERS-GRIFFIN-WOODWARD, INC. 
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WREX-TV 


new, wide range 
with 


229 KW VIDEO 115 KW AUDIO 
SPANS A BILLION DOLLAR 
ROCKFORD PRIMARY MARKET 


COVERS ALL OF 14 COUNTIES AND 
MARKET PORTIONS OF 14 OTHERS 


As the neighborly giant of the rich 
industrial-agricultural Rock River 
Valley, WREX-TV supplements its 
strong network programs with: 


Community-building Public 
Service programs of stature — 
in nightly “on-the-spot” re- 
ports. 

Two full college credit courses 
running 1/2 hour daily, Morday 
through Friday, on behalj of 
Rockford College and Northern 
Illinois University. 


Area community remotes, 
which assume the posture of 
local Public Service Spectacu- 
lars, for educational and re- 
ligious institutions and non- 
profit organizations. 


For its serious minded dedication 
to Public Service, WREX-TV has be- 
come the award-winningest TV sta- 
tion in Mid-America. 


It’s no wonder WREX-TV has con- 
tinuousiy commanded the local area 
viewer leadership month-to-month 
and year-to-year since it went on the 
air full time over five years ago! 











a wider market /coverage 
range in the Rockford 
BILLION DOLLAR market 


WREX-TV 


CHANNEL 13 ROCKFORD 
J. M. Baisch Gen. Mgr. 
ABC - CBS AFFILIATION 

Represented By 
ec 
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mately 75 per cent of its advertising 
budget in television. At present, it 
has a major-minor sponsorship of the 
Screen Gems program, Rescue 8, on 
KFDA-TV Amarillo (9:30-10 
Mon.). The bank prefers syndicated 


p-m., 


programs. 


Triples Tv Budget 


“In 1957 we spent 10 per cent of 
our budget on tv advertising,” 
William Nutt, president of the Home 
Federal Savings & Loan Association 
of Sioux City, lowa. “In 1958 we 
spent 19 per cent, and in 1959 we 


says 


anticipate spending 30 per cent of 
our budget on tv.” 

Home Federal Savings is currently 
running a schedule of two 20-second 
spots the first 10 days of the month, 
as well as a minute spot on weekdays 
in a news-weather-sports program. 
All of the commercials are carried 
on KVTV Sioux City. 

Further explaining his television 
philosophy, Mr. Nutt says: “Ninety- 
five per cent of our advertising budg- 
et is spent in promoting savings 


We note a very definite relationship 


between the rate of inflow and the 
money spent on KVTV. 

“TI find tv advertising an excellent 
medium for the control of our in- 
flow of savings. Through judicial and 
planned use of tv, we have been able 
to ‘open or close the valve on sav- 


ote : ” 
ings’ as our needs required. 


annual 


Federal 


television budget is around $8,000. 


Home Savings’ 


Business News 


Successful sponsorship of a tele- 
vision program by a smaller bank 
is exemplified by the First National 
Bank of Fargo, N. D. The program 
is a business-news show on WDAY-TV 
Fargo. Prepared and presented by 
Jack Dunn, Fargo business reporter, 
the five-minute show (6:25-6:30 p.m., 
Fri.) presents the business picture for 
the area. Commercials, also given 
by Mr. Dunn, tell of thé advantages 
of First National 
businesses. 


Bank service to 


“We feel that this program is a 
good thing for the bank to sponsor,” 












































where 


In Louisville, a city most 
banks use tv advertising, the Greater 
Louisville First Federal Savings & 
Loan Association spends 60 per cent 
of its large advertising budget on 
WAVE-TV and WHAS-TV. Here, Gustav 
Flexner (r.) receives a desk set from 
George W. Norton Jr., president of 
WAVE, Inc., on the occasion of the 
association’s 30th anniversary as a 
broadcast advertiser. 


says Pershing Boe, vice president. 
“Interest on the part of Fargo busi- 
nessmen has been good, and it is our 
opinion that results to date have been 
very satisfactory.” 

Cost of the program is estimated at 
about $4,700 a year. 


Wheeling Success 


Up until 1956 the Morris Plan 
Savings & Loan Co. of Wheeling, 
W. Va., spent the bulk of its adver- 
tising budget on three-column, 10- 
which 
appeared year-round on a seven-day- 
a-week basis. Not satisfied with re- 
sults, in 1956 president Ray Merritt 
decided to try tv and bought five 10- 
second ID’s weekly on WTRF-TV 
Wheeling at a weekly cost of $71. 

Results were good, and in late fall 
an additional schedule of 60 ID's 
was used to promote the Christmas 


inch newspaper advertising 


Club savings plan. 

That year Morris Plan obtained 
Christmas Club deposits equal to the 
combined deposits of all the other 
financial institutions in the city. Mr. 
Merritt 
credit” for the sharp increase. 


gave tv “almost complete 

These impressive returns persuaded 
the company to increase the tv budget 
to over $200 per week for seven ID's 


and one 20 in prime evening time 
(Continued on page 93) 
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Selling (Continued from page 43) 


they offer premiums to the young savers 
when their accounts reach any multiple of 
$10 up to $50. The bank also ties in free 
tickets to a local movie for a special Roy 
Rogers show each Saturday. Tickets are 
given each week deposits are made. Mr. 
“Our primary goal is 
to encourage saving among young people. . . 
We knew we could not reach them through 
usual bank promotions, yet it’s well known 
they watch westerns. We’ve chosen the one 


Schroeder explains: 


show which we're sure will have a minimum 
of violence and bloodshed.” The program 


is on a 52-week schedule. 
Bank of New Mexico, 
Col. M. E. Zetterhold, chairman of the 
board; Arthur Atherton, president. Spon- 
sors Channel 7 Reporting (9:30-9:45 p.m., 
Tues.) on KoAT-tv Albuquerque. Features 
local movie and still-picture coverage. Phil 


Albuquerque. 


Eakins is newscaster. Annual budget: $10,- 
000. 


Capitol Federal Savings & Loan, To- 
peka. Henry Bubb, president. Since start- 
ing the use of television on wisw-tv To- 
peka in July 1954 assets of Capitol Federal 
have grown from $38 million to $80 mil- 
lion. At that time the bank budgeted 6.6 
per cent of its advertising budget to tv 
and at present allocates 19 per cent of the 
total. Sponsors MCA TV-syndicated Guy 
Lombardo weekly and has alternate spon- 
sorship of MCA TV’s State Trooper. Same 
does all 


$22,000. 


representative commercials live. 


Annual budget: 


Central Savings & Loan, Columbus. 
Sponsors the Sunday news at 11 p.m. each 
week on wiw-c Columbus. 


Central Savings Bank & Trust Co., 
Monroe, La. W. R. Crossland, president. 
For four years has used alternate weeks of 
half-hour syndicated film programs. Pres- 
ently sponsoring NTA-distributed U. S. 
Marshal on KNOE-TV Monroe. Prefer film 
program as giving bank real prestige ad- 
vertising program. Annual budget: $8,000. 
Central Trust Co., Cincinnati. William 
A. Mitchell, Stockton, West, 
Burkhart, agency. Central sponsors the 
George Bagnall-distributed program / 
Search for Adventure (7-7:30 p.m., Wed.) 
on WLw-T Cincinnati. Speaking of the pro- 
gram, Mr. Mitchell says: “Today modern 
banking must serve a community and all 


president; 


the people in the community. In offering 
this series of television programs we feel 
we are contributing a service to these peo- 
ple.” Favorable viewer response has been 
heavy, according to the agency. 


Chase Manhattan Bank, New York City. 


James F. Fox, vice president. Sponsors the 






Local News (6:30-6:40 p.m.) two nights a 
week on wrca-Tv New York. Gabe Pressman 
is the commentator. 


Citizens National Bank, Evansville. A 
campaign to introduce the officers of the 
bank to the public was used on WFIE-TV 
Evansville under the station’s 20 plan. Each 
bank officer was shown, while a taped audio 
background enabled each to introduce him- 
self and mention that he was interested in 
helping with the customer’s banking prob- 
lems. Officers of the bank said volume of 
new customers increased, and at the same 












WJAC-TV WFBG-TV WARD-TV 


ber 





time employes had a new incentive to do 
Bank 
“different” 


a better job for the organization. 
officers described the drive as 
and advantageous to the firm. 


Citizens National Bank, Zanesville. 
W. D. Murphy, 
one-minute announcements weekly (7 p.m., 
Mon.-Fri.) on wuiz-tv Zanesville, following 
a major newscast. 


president. Sponsors five 


Dollar Savings & Trust, 


Robert Hazlett, president. 


W heeling. 
A campaign em- 
phasizing their car-loan service used 30- 


SO FAR AHEAD 


in the Johnstown-Altoona Area 


The leader, away out in front, is WJAC-TV 
ahead of its nearest competitor, WFBG-TV, 
by nearly 3 to | in station share of audience, 
sign-on to sign-off, all week long. 


These figures, from ARB, Novem- 
19-25, 
again, that WJAC-TV is the dom- 
inant station in its area. 


04 


1958, prove once 


The Johnstown-Altoona Coverage Area encompasses over one mil 


lion television homes in 36 counties in Western Pennsylvania, 3 


Maryland counties and 2 West Virginia counties. 
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White Area |\- 25 %0 coverage 
Jf Forts? | €1n 


CLINTON 


OE i Ra" 







. ‘ ( 
; ARMSTRONG » 
j NDIANA 


rn / 
(} S Pi 
er 
2 
s mneen ait 
— 


te 
' eee. SOMERSET | 
ee Pa.) 
° audboumns 


tam, ARPETT 


72 a 
ALL a 


po NUE 


o> 
Me Soave x 
© W.VA, ¥ 
7 


» 


EFFERSON as 
Burier | 1 “CLEARFIELO Jf aren 


} BEDFORD / lay” 


There’s no question about it 
.. . WJAC-TV is the station 
| viewers prefer. And WJAC-TV 
is the one to buy because 
there are more people watch 


in), all day, every day! 







Get full details from Harrington, Righter & Parsons, Inc. 
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BUYING 
DETROIT AND 
SOUTHEAST 
MICHIGAN ? 


NOW! 4 
WXYZ-TV 


YOUR BEST BUY 
IN MICHIGAN 

iS NOW A BETTER 
BUY THAN EVER! 


NEW 


TOWER! 


tallest TV tower in south- 
east Michigan 


NEW 


POWER! 
blanketing an even larger ff 
area with a powerful signal fj 


‘i 
x 
Re 
vr 


AUDIENCE: {| 


wxyz-tv adds new viewers # 
running into the hundreds ff 


































of thousands u 
NEW : 
COVERAGE! iT 
wxyz adds scores of sub- 4 
urbs, towns and cities u 





Now transmitting from the 
tolamolae Uuil-teleeM MabaisMilels 4-41 
: center of Southeast 
Michigan's population shift! 





This huge 1,073 ft. tower per- 
mits WXYZ-TV to blanket a 
larger area than ever with a 
powerful signal roe Lellare 
hundreds of thousands of 
viewers to its coverage area! 
now WXYZ-TV serves more 
people, better! 


















———— 
BROADCAST HOUSE—10 Mile ond North- 
western, 14 miles northwest of central Detroit 
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DETROIT ABC 


Represented Nationally by BLAIR-TV 
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second commercials (11 p.m., Mon.-Wed.- 
Fri.) on wrrF-tv Wheeling and was pur- 
chased on a 52-week basis. 


Dollar Savings Bank, Pittsburgh. The 
bank buys 12 minutes and 20's each week 
on KDKA-TV Pittsburgh. Annual budget: 
$8.000. 


Deposit Guaranty Bank, Jackson, Miss. 
Cecil Smith, vice president. Now in its fifth 
year on WLBT Jackson, Deposit Guaranty 
buys the 6 p.m. newscast on the station 
Mondays, Wednesdays and Fridays and has 
an order in for additional newscasts when- 
ever they are available. The bank also buys 
spots for special campaigns. Annual budget: 
$25,000. 


Durant National Bank, Durant, Okla. 
Clark Bass, president. Buys alternating 
sponsorship of Dan Smoot weekly report on 
K-TEN Ada. Promotes each of its banking 
services. Annual budget: $2,600. 


Eagle Savings & Loan, Cincinnati. 
Buys ‘20 ID’s a week on wepo-tv Cincin- 
nati, as well as purchasing special programs, 
such as the one-quarter sponsorship of the 
basketball games of two of Cincinnati’s 
local universities. 


Economy Savings & Loan Co., Colum- 
bus. Harry Miller Adv., agency. Buys two 
participations a week on Ruth Lyons’ 50-50 
Club, which is seen on wiw-T Cincinnati, 
wLw-p Dayton, wiw-c Columbus and WLW-! 
Indianapolis. 


Exchange National Bank, Colorado 
Springs. J. D. Ackerman, president. Tele- 
vision is the most effective medium of spe- 
cific request bank advertising, K. G. 
Freyschlag, director of public relations of 
Exchange National has found. The bank 
has had best results from advertising aimed 
at particular bank services such as safe de- 
posit boxes, new savings and checking ac- 
counts. Uses three minute spots regularly 
each week on KRDO-TV Colorado Springs. 
Expands to seven a week on special pre- 
motions. Incorporates 20-second Bank of 
America spots into minute commercials with 
considerable success. Annual budget $7,000 
to $10,000. 


Exchange National Bank, Tejon and 
Pikes Peak. K. Freyschlag, 
Purchases 20-second spots on KKTV Colo- 
rado Springs-Pueblo. Annual budget: $4,- 
000. 


executive. 


Fidelity of Michigan, 
Grand Rapids, Francis Thomas, principal 


Corporation 


executive. Sponsors weekly weather show 
on woop-tv Grand Rapids on a year-round 
basis. Annual budget: $8,500. 


Fifty Third Union Trust Co., Cincin- 
nati. Straucher & McKim, agency. Spon- 
sors ID’s at 3:30 p.m., Tuesdays, Thursdays 
and Fridays; at 4 p.m. Monday through 
Friday, and at 5 p.m. Monday through Fri- 


day on WLW-T Cincinnati. Twelve anneunce- 
ments weekly on wcpo-tv Cincinnati. 


First Federal Savings & Loan, Indian- 
apolis. Schedules minutes Sundays at 8:30 
p.m., plus run of schedule 20’s and ID's 
on WLW-1 Indianapolis. 


First Federal Savings & Loan, Jackson, 
Miss. Jim Files, vice president. For the 
past five years First Federal has been a 
regular television user on WLBT Jackson. 
Currently the bank co-sponsors the CBS 
Film syndication, Whirlybirds (7-7:30 p.m., 
Mon.) and participates in Romper Room 
(9 a.m., Mon-Fri.). Annual budget: $20,- 
000. 


First Federal Savings & Loan, Lynch- 
burg. Dandridge Murrell, president. Buys 
two 20's a week in Class A time on WLVA-TV 
Lynchburg. Is now in third consecutive 
year of tv advertising. 


First Federal Savings & Loan, Mil- 
waukee. Clem Vogt, principal executive. 
Buys basic schedule of ID’s in Class AA 
time, four times a week on a 52-week basis 
on WXIX Milwaukee. Uses spot saturation 
drives. Annual 


campaigns for seasonal 


budget: $25,000. 


First Federal Savings & Loan, Mobile. 
Sponsors the Telestar production, Tv Read- 
er’s Digest (8-8:30 p.m., Sun.) on WKRG-TV 
Mobile. Annual budget: $10,000. 


First Federal Savings & Loan, Wilkes- 
Barre. Buys two ID’s weekly in night time 
on WBRE-TV. Also invests heavily in radio. 
Annual budget: $1,500. 


National 


First Bank, 


Cale Carson, president; Gene Morgan, ad- 


Albuquerque. 


vertising director; agency, Homer Pierson 
Adv. Sponsors NBC Film Sales syndication 
Flight’ (8-8:30 p.m., Mon.) on KOAT-TV 
Albuquerque on alternate weeks. Supple- 
this with in chil- 
dren’s programs to promote savings ac- 
counts. Annual budget: $10,000. 


ments program spots 


First National Bank, Great Bend, Kan. 
Dale Weller, president. After beginning the 
current weather program Monday-Wednes- 
day-Friday on KCKtT-Tv Great Bend, Mr. 
Weller says: “Results were measured im- 
New from 
many areas beyond the areas which the 
bank had originally served. Also, the pro- 


mediately! accounts came in 


gram added prestige.” Film and live com- 
mercials are used, some featuring person- 
nel of the bank. Annual budget: $6,240. 


First National Bank, Jackson, Miss. 
Robert Swittenberg, vice president. A five- 
year advertiser on WLBT Jackson, this bank 
previously sponsored half-hour syndicated 
programs, but is currently buying one-third 
of a Sunday feature film (9:30-11 p.m.) 
First National also buys spots which vary 

(Continued on page 9%) 


































































to do. And you can’t argue with | 
Response success.” | 
a Speedy results with television | 
= for a savings institution were Assets Up 85 Per Cent 
amply illustrated when People’s 
Savings Association of Cincin- San Diego Federal Savings & Loan | 
on, nati made an appeal for new Association, oldest in the state of | 
the deposits over WLW-T Cincinnati. California and largest in San Diego, 
2 Through its agency, Dods- increased its assets 85 per cent in | 
“ worth, Falck & Hutchison, it two years after it began sponsoring | 
nm, bought the fourth quarter of the a 6-6:30 p.m. prestige-type news pro- | 
90m East-West football game on gram each Sunday on KFMB-Tv San | 
20, wiw-r. It was decided that C.L. _— Diego. | 
Richards, executive vice presi- “We feel that This Day 1958 has 
o. dent and general manager of the played a major role in our fantastic | 
suys bank, would give his own com- growth during the past two years,” 
A-TV mercials for an added personal says Wayne Mendell, vice president | S 
itive touch. His offer for new deposi- of the firm. “Rex May, our television | NOW oUT 
tors was a handsome stadium personality, has become a_ part of | 
Mil- blanket for accounts opening the family in our viewers’ homes. | PACIFIC COAST EDITION 
sive. with $150. an ice bucket for On Monday morning we always get (300 PAGES) my 
7 Re $100 and a coffee maker for $50. - crowd . _— and =i lg | paste hE ds ¥ be inden 
aia Response was so vigorous that irect result of our Sunday show.| Agency Register provides the short- 
an on one day new deposits totaled People tell us to be sure “Mr. May | cut to sales with complete coverage 
five per cent of the firm’s total gets credit for this’.” | ee es oe & US 
poe Founded in 1885, the San Diego New Spring-Summer issue 
bile. Federal has assets of over $77 mil- | ree) 
i lion. Currently, 34 per cent of the | . poke papel agen 
Banks (Continued from page 90) advertising budget is spent in tele- 2. The top 200 Western 
vision. Advertisers with ad- 
lkes- on WTRF-TV 52 weeks a year. A spe- Two years ago, when the first 26- | — and Advertising 
be. cial meee Club campaign is week contract was signed with KFMB- | 3. oe il a. 
budgeted at $2,000. TV to sponsor the news program, the | dio stations with 
In 1957 the Christmas Club goal institution outlined its three basic representatives and 
rque. was set at 5,800 new accounts, as objectives: 1. To strengthen the as- 4 a 
= compared to the 5,579 obtained the sociation’s identity and location in Library (11 Western 
nail year before. Over 6,000 new accounts the public mind. 2. To establish States ) 
— were obtained. more firmly in the community the 5. Fourteen outstanding 
; j F EROS, om articles by nationally 
upple- Currently, the firm puts $12,000  association’s dependability, leader- known admen including 
| chil- of its $35,000 annual budget into ship and stability. 3. To increase “should agencies aban- 
» = television. This compares with news- _ assets and savings on deposit. | _ Ty film bidding 
papers 30 per cent, billboards’ 10 The agency, Armstrong, Fenton & | I a Fi ties 
_ Kan. per cent and radio’s 13 per cent. Vinson, suggested a locally produced | i SOW. a The 
ing the Morris Plan uses a minute commer- high-prestige tv program. Agency | Register can help you get 
ha cial daily in the Garroway Today  - executive vice president G. E. Vinson | — on target” imme- 
ed ie program and an ID in AA time each prepared the format of the program, see 
. fn night, as well as being a consistent stressing local news and personalities. 
ch the buyer of specials like the World Rex May, a widely known announcer. | 
. = a and other sports events. was selected to host the program and LIMITED EDITION... ORDER 
vere Vv gives more complete coverage deliver the commercials. From the YOUR SUBSCRIPTION ..NOW! 
$6,240. than any other medium,” says Mr. first, the program has always rated Published twice yearly 
Merritt. “I’m getting to places I first in the time period in the market. only $10.00 (2 issues 
a hadn't reached before. And I’m hit- “The fact that since we started our ADVERTISING AGENCY REGISTER 
i. tal ting mass audiences nightly. My com- sponsorship of this program our 439 So sap ae. 
sdicallll mercials have personalized my in- assets have risen 85 per cent and our a 
ne-third stitution so that I know I’m getting savings have increased 75 per cent 
1 p.m.) my message across. We have more indicates we are more than justified 
oa than accomplished what we set out in our television allocation,” says | 
ag 
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president John D. Thompson Jr. 

As a prediction for the future, 
vice president Vinson adds: “When 
we bought this program in October 
1956 we called it This Day 1956. 
Today we call it This Day 1959. As 
far as we're concerned, San Diego 
Federal Savings & Loan Association 
fully expects to sponsor a This Day 
1995 on KFMB-TV.” 


Eighth Renewal 


City National Bank & Trust Co. of 
Columbus has found something dif- 
ferent in television advertising which 
is producing such good results that 
the bank recently renewed for its 
eighth 13-week cycle. 

Using the idea as a title, the full- 
length movie program called Some- 
thing Different (10:30-12 m., Sat.) 
on WLW-C Columbus lives up to its 
name by being shown without com- 
mercials except for an opening spot, 
a closing spot and another com- 
mercial following the preview of the 
next week’s program. Only other 
commercial used is the superimposi- 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


Story Board Pod 
“STORYBOARD” PAD ) 
The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
visuals. Perforated video 
2.50 








and audio segments on gray 
background. : 


Ne. 72C—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 









Tomkins TELEPAD 


Mest popular TV visual pad 
with 2%:x4" video and 
audio panels on gray back- 
ground. Each panel. .perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—-12 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 
(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter- 
head for 200-page cata- 
log of art supplies. *‘An 
Encyclopedia of Artists 
Materials’ 





ARTHUR BROWN & BRO. 


West 46th St.. New York 36 
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tion of the bank’s name every half 
hour over the picture to indicate who 





is sponsoring the program. 


National and its agency, Byer & 


44 Banks Sponsor Program 


A cooperative advertising experiment by 44 hometown banks in north- 
ern lowa and southern Minnesota is proving effective over KGLO-TV Mason 
City. By combining their advertising budgets the banks were able to buy 
three newscasts each week on the station—Tuesday Noon News, 15 
minutes; Early Evening News, on Thursday, and Late Evening News, on 
Saturday. This varied schedule is calculated to reach a cross-section of 
ages, occupations and income groups. 

Convinced that television could be effective in selling bank services 
to customers, the 44 individual banks decided to buy the 52-week KGLo- 
Tv schedule. A budget of $20,000 was set up, with individual banks 
paying from $5 to $17.50 weekly, depending on size and distance from 
the station. 

A special feature of the Tuesday Noon News is a farm auction-sale 
bulletin board with sale bills from various auctions being clerked by 
individual banks, displayed for highly effective local promotion. Recently 
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Committee of bankers representing the 44 home town banks in planning 


and operation of the KGLO-Tv television news schedule. 


a contest in which 44 clock radios and a Nash Rambler were given away 
as prizes stirred up considerable interest. A clock radio was given away 
by each bank to customers who registered for the contest, then a grand- 
prize drawing of the 44 winners determined the winner of the automobile. 
Introduction of each winner on tv gave the telecasts a hometown touch. 

In an article in Northwestern Banker, James R. Gilruth, vice president 
of the Clear Lake Bank & Trust Co., said of the program: “We have hit 
on an effective and practical way of reaching the public with the banks’ 
story and an effective way of acquainting them with the services the 
banks have to offer. . . .We can point to many favorable comments, both 
from bankers and the public. . . .We can state that we are more convinced 
than ever before that we are on the right track.” 

Commercials are aimed at specific groups, depending on the time of 
day and season of the year. A committee of bankers meets regularly to 
approve material and develop new and better approaches. Interest in 
other areas indicates that the group has set a pattern for similar projects 
on other stations. 


Bowman, because they believed that 
it was a night when people would 
stay up later than usual if they could 
Saturday night was picked by City 














see a program they liked. Commer- 
cials are live, with a camera panning 
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over cut-outs mounted in the studio. 
These cut-outs show bank branches, 
logos, slogans, etc. No personality 
appears, only a man’s hands guide 
the viewer over the miniature sets. 
Tone of the commercial is helpful 
and friendly. 

The movies are selected by em- 
ployes of the bank, who are asked to 
choose from a list of the films avail- 
able. Movie-timetable cards are avail- 
able in the bank and its branches, 
and the bank reports that no matter 
how many are printed they are soon 
exhausted. 

“We have found this program un- 
usually successful in building new 
business and goodwill,” says vice 
president and advertising director 
L. F. Stroefer. “Daily we receive mail 
and customer comments, all of them 
favorable. There is no question that 
we have received many new accounts 
as a direct result of this vehicle.” 





Selling (Continued from page 92) 


in quantity from season to season. 


First National Bank, Lake Charles, La. 
Sponsors 30 spots a month in Class A time 
on KpLc-tv Lake Charles. Annual budget: 
$6,396. 


First National Bank, Zanesville. M. H. 
Linn, president. Buys six 20’s per week on 
wuiz-tv Zanesville. All are scheduled in 
class A time on a Sunday-through-Friday 
schedule. 


First National City Bank, New York 
City. Granville Carrel, vice president. 
Sponsors the 1]th Hour News (11-11:10 
p.m., Sun.-Fri.) on wrea-Ttv New York. 
John K. M. McCaffery is the commentator 
week nights, Kenneth Banghart on Sunday. 


First National Trust & Savings Bank, 
Lynchburg. Gorham B. Walker Jr., vice 
president. Sponsoring Bill Dudley's Locker 
Room, a 15-minute weekly program on 
wLva-Ttv Lynchburg. Now in its second year 
with the show. 


First Peoples State Bank, Traverse 
City, Mich. Carroll Collins, president. 
Four minutes per week in evening time on 
WPBN-TV Traverse City. Annual budget: 
$3,300. 


First State Bank, Amarillo. David 
Franks, president. Spends about 75 per cent 
of total advertising budget in television, 
using 20’s on KFpA-tv Amarillo. Spots are 
cartoons featuring bank’s various services, 


with special emphasis on auto loans. A. M. 
Gibbons, owner of National Adv. Produc- 
tions, is the agency’s account executive for 
the bank. Mr. Franks says: “Word-of-mouth 
comment by customers and associates in- 
dicates viewer favor of short reminder-type 
announcements, presented in a semi-humor- 
ous manner. Our budget prohibits sponsor- 
ship of longer programs, and we find that 
the shorter spots provide greatest results 
for money spent.” 


First Trust & Deposit Co., Syracuse. 
Richard W. Russell, vice president for pub- 
lic relations and advertising. Sponsors Local 
News (11-11:10 p.m., Mon-Fri.) on wsyr- 
tv Syracuse. Commercials are institutional, 
as well as selling bank’s services. “We are 
getting a lot of fine comments on our pro- 
gram from directors, bank officers, person- 
nel and customers,” says Grover Hubbell, 
vice president and account executive for 
the agency, Flack Adv. Annual budget: 
$36,000. 


First Trust & Savings Bank, Zanesville. 
J. T. Knowlton, president. Sponsors one- 
third of a daily sports program (6:30-6:45 
p.m., Mon.-Fri.) on wuiz-tv Zanesville. 


First Wisconsin National, Milwaukee. 
Buys minutes and ID's in sports events and 
bowl football games on wxtx Milwaukee. 
Annual budget: $20,000. 


Franklin Federal Savings & Loan Co., 
Wilkes-Barre. Buys daytime ID's on were- 
tv Wilkes-Barre. 


Gem City Savings Association, Dayton. 
Sponsors eight 20’s each week on WLW-D 
Dayton. 


Grand Rapids Savings & Loan, Grand 
Rapids. George Young, principal executive. 
Buys spots in Class AA time, mostly ID's, 
on woop-tv Grand Rapids. Annual budget: 


$1,500. 


Gulf National Bank, Lake Charles, La. 
Buys two news programs and 40 spots in 
class A time each month on Kptic-tv Lake 
Charles. Annual budget: $13,655. 


Half Dollar Trust & Savings Bank, 
Wheeling. John J. Nash, executive vice 
president. 
NCAA basketball telecasts on Saturdays on 


Currently co-sponsoring the 
wrrF-tv Wheeling, as well as a newscast 
at 8:25 a.m. Friday. Half Dollar has found 
tv has done much to establish it as a warm 
and friendly personality. Using one of its 
own officials, vice president Hank Dwinell, 
to give its commercial message, the pro- 
gram popularized the phrase he uses to in- 
troduce himself—“Hank, from the bank.” 
According to executive vice president John 
J. Nash, it took the personal impact of tv 
to make the expression a local household 
phrase. “We have been using the expression 
for a number of years. Now that we are on 














or a feather-bed 


The better way 
is over KPRC-TV 


No matter what you sell, 
you can depend on the 
“know-how” of KPRC- 
TV’s television men to 
properly serve you. Call 
your nearest Edward 
Petry man and have the 
finest television station 
in the country go to work 
for you. 





Courtesy of Sante Fe 


MV 
Kprce-Tv 


CHANNEL 2 


HOUSTON, 
TEXAS 


try & Co., National Representatives 
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1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 


whether it be spot news or “how to” | 


articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


A 
X 


Western Advertssing 
for Western Attitudes 





oe 


San Francisco * 
New York os 


Los Angeles 
Chicago 


WHBF-TV 


covers the nation's 


47" 


TV MARKET 


The Quad-City Metropoli- 
tan Area, home of WHBF- 
TV, is the hub of a great 





agriculture and industrial 
territory that encompasses 
1,300,000 people .. . the 


47th TV market in the 


«~_ <«_—_ <&_—- <— << 


nation. 





CBS for EASTERN IOWA 
and WESTERN ILLINOIS 
REPRESENTED BY AVERY-KNODEL, INC. 
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WHBF-TYV 


tv everybody knows ‘Hank’ personally,” Mr. 
Nash adds. The bank likes the low-cost 
early-morning time period, finding that it 
is a good time to put across the neighborly 
approach commercials emphasize. “We con- 
sider this a highly successful sampaiga,” 
Mr. Nash says 


Home Federal Savings & Loan, Cin- 
cinnati. Buys the MPA TV syndication, 
The Tracer, on wero-tv Cincinnati. 


Home Savings & Loan Assn., Dayton. 
Buys five ID’s each week on wiw-p Dayton. 


Home Savings & Loan Assn., Odessa. 
Fred C. Homeyer, president. “Of all the 
media we use, television, and more specif- 
ically channel 7, has probably been the 
biggest prestige-building factor,” says Mr. 
Homeyer. “Our budget for the medium was 
increased from approximately 30 per cent 
to about 60 per cent toward the end of the 
year.” Mr. Homeyer points out that the as- 
sociation increased savings accounts 53.4 
per cent in 1958; financed 255 homes and 
increased the dollar volume of its loans 
75.1 per cent. The association buys a 10- 
minute newscast Tuesdays and Thursdays 
at 6:15 p.m. on Kosa-Tv Odessa. This is 
augmented by ID campaigns in Class A and 
B times, as well as by occasional remotes 
of special events. Annual budget: $7,500. 


Homestead Loan & Savings Assn., 
Dayton. Sponsors two ID’s each week on 
wLw-p Dayton. 


Hyde Park Savings & Loan Co., Cin- 
cinnati. Baer, Kemble & Spicker, agency. 
Sponsors 11:10 p.m. weather daily on WLW-T 
Cincinnati. 


Indianapolis Morris Plan Bank, Indian- 
apolis. Sponsors minutes Monday, Tues- 
day, Wednesday and Thursday at 10 p.mn., 
as well as the California National Produc- 
tions syndicated program, Flight (7-7:30 
p.m., Tues.), all on wiw-1 Indianapolis. 


Jackson Hinds Bank, Jackson, Miss. 
Max Allen, vice president. The bank is 
sponsoring the weather at 7 p.m. on Sun- 
days, plus spots, on WLBT Jackson. The ac- 
count has been on the station two years. 


Annual budget: $7,500. 


Kalamazoo Savings & Loan Assn., 
Fred Reynolds, president. 
Covered the November elections with five- 


Kalamazoo. 


minute local reports on WKzO-TV Kalamazoo 
on cut-away from national CBS-TV cover- 
age. Buys spots on Captain Kangaroo to tie 
in with its Captain Kangaroo Savings Club. 
“Every time we use tv we are amazed by 
the results,” says a bank executive. “It re- 
flects itself in the immediate effect it has. 
With no other change in advertising activ- 
ity, we see an increase in traffic, new ac- 
counts being opened and old accounts more 


active.” Annual budget: $3,000-$4,000. 


Lake City State Bank, Lake City, Mich. 
Herbert Bacon, president. Buys two ID's 
per week in evening time on WPBN-TY 
Traverse City. Annual budget: $1,000. 


Lufkin National Bank, Lufkin, Tex, 
Roy Kurth Jr., executive vice president. 
program (weather- 
casts on KTRE-TV Lufkin) our primary man- 
ner of communicating with the public,” 
says Mr. Kurth. Annual budget: $8,000. 


“We consider our tv 


Lynchburg Federal Savings & Loan 
Assn. P. G. Cosby Jr., executive vice presi- 
dent. Bank is now in its third year of spon- 
sorship of High School Huddle, 15-minute 
weekly sports program on WLVA-TV Lynch- 
burg. 


Manufacturers & Traders Trust Co., 
Buffalo. Robert H. Braithwaite, vice presi- 
dent, says: “We have found television to 
be an excellent medium, affording us the 
opportunity to acquaint the people with 
Currently the bank 
sponsors the late news on an alternating 


our various services.” 


basis on wGrR-TV Buffalo. It has been a regu- 
lar advertiser on WGR-TV since the station 
went on the air in August 1954. Annual 


budget: $60,000. 


Merchants National Bank, Mobile. Now 
in third year on WKRG-TV Mobile. Current- 
ly sponsoring the 10 Min. News (6-6:10 
p.m., Mon.-Fri.) and Weather (10:40-10:45 
p.m., Mon.-Fri.) Annual budget: $20,000. 
Merchants National Bank & Trust Co., 
Indianapolis. Has year’s schedule for ID's 
Wednesdays at 8:30 p.m. on wiw-1 Indian- 
apolis. 


Michigan National Bank, Battle Creek. 
Glenn Hoffhines, vice president. Buys three 
20-second film spots in AA time each week 
on WKzO-TV Kalamazoo on a 52-week basis. 
Has bought the same type of campaign on 
the station for the past seven years. An- 
nual budget: $12,000. 


Michigan National Bank, Grand Rapids. 
James V. Stuart, vice president. Buys woop- 
tv Grand Rapids 20-second spots in Class 
AA time, five each week on a year-round 
basis. Annual budget: $23,000. 


Modern Finance Co., Columbus. Spon- 
sors ID’s in Class AA time daily on WLW-C 
Columbus. Just completed sponsorship of 
Pro Footbaii Hilites on the same station. 


Morris Plan Bank of Indianapolis. 
Sponsors the CNP-distributed Flight each 
week on WLw-! Indianapolis. 


Mutual Home Savings & Loan, Grand 
Rapids. Harold Swanson, president. Sched- 
ules a minute spot once each week in Class 
A time on woop-tv Grand Rapids and 
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rounds out budget with specials through- 
out the year. Annual budget: $2,600. 


Mutual Savings Bank of Massachusetts, 
representing all of the savings banks in the 
state. Currently sponsoring Local News 
(7:05-7:15 p.m., weekly) on ww ip Spring: 
field-wetp Greenfield. In the past the ac- 
count has purchased alternate sponsorship 
of a syndicated film and 10-second spots. 
Annual budget: $9,000. 


National Bank of West Virginia, 
Wheeling. Harold Meyn, president. Spon- 
sored Romper Room on wrrr-tv for 13 
weeks, promoting a gum roll bank. It was 
necessary to reorder three times, and offi- 
cials were pleased with results. 


Northeastern Pennsylvania National 
Bank & Trust Co., Scranton, Frank E. 
Hemelright, president. Buys Monday Night 
Headlines (11-11:15 p.m., Mon.) on wpavu- 
Tv Scranton. Program is handled by wpau- 
tv's director of news and public affairs, 
Tom Powell. The bank is the result of a 
recent merger of three regional banks. 
Purpose of the bank’s tv campaign has been 
to educate viewers about the merger. Says 
Chester A. Beitzel, assistant vice president: 

. we feel tv has been very effective in 
getting our message out to the residents of 
northeastern Pennsylvania where our offices 
are located.” 


Old Kent Bank & Trust Co., Grand 
Rapids. G. A. Ferry, vice president. Spon- 
sors the CNP syndication, Danger is My 
Business, on woov-tv Grand Rapids. Con- 
tract is for 39 weeks. Annual budget: $17,- 
000. 


Old National Bank, Evansville. Keller 
When the bank opened 
up a new branch on Highway 41, north of 
the city, the bank opened with a teaser 
campaign on WFIE-TV Evansville using two 
weeks of ID’s and minutes on the station’s 
20 plan. Slide used showed a town crier 
shouting, “Something new!” During week 
of opening 50 spots were used. After the 
opening the bank continued with institu- 
tional ID’s and 20's. Said the agency: “This 
campaign aroused enthusiasm and comment 


Crescent Agency. 


throughout our metropolitan area and sur- 
rounding areas and brought banking busi- 
ness to all five Old National offices. It gave 
the new Highway 41 bank a firm footing. 
We are pleased with results. The bank con- 
tinues to use spot campaigns for seasonal 
savings and loan drives.” 


Ouachita National Bank, Monroe, La. 
Lee R. Vanderpool, president. For the past 
three years has sponsored News and 
Weather (6-6:15 p.m., Wed.) on KNOE-TV 
Monroe. Has repeatedly expressed satisfac- 
tion with television and with the fact that 
their quality program meets the demands 


of bank’s quality approach. Annual budget: 
$7,000. 




















Philadelphia National Bank, Philadel- 
phia. Charles Hoeflich, vice president. 
Sponsors Philadelphia National Bank News 
with Paul Taylor (11-11:10 p.m., Sun.) on 
wrcv-Tv Philadelphia. After five weeks on 
the air a test of audience reaction was 
made by offering a booklet on Social Se- 
curity benefits. One one-minute announce- 
ment pulled an amazing 700 replies. “Con- 
sidering the quite limited appeal of such 
a booklet, we are most happy with the re- 
sponse through wrcv-Tv,” comments Robert 
G. Fest, vice president of Albert Frank- 
Guenther Law, agency for the bank. 


Pioneer Savings & Loan Assn., Los 
Angeles. Donahue & Coe, agency. Has a 
52-week contract to co-sponsor John Willis 
and the News twice daily Monday through 
Friday on KHJ-Tv Los Angeles. First tele- 
cast is at 5:45 p.m. and second at 10:45 
p.m., following Channel 9 Movie Theatre. 


Railroadmen’s Federal Savings & Loan 
Assn., Indianapolis, Buys announcement 
in the California National Productions syn- 
dication, Union Pacific, as well as ID's 
Tuesdays and Thursdays on wiw-1 Indian- 
apolis. 


Security National Bank, Sioux City. 
Paul Snyder, advertising director. The bank 
currently uses six ID's per week on KVTV 
Sioux City. Annual budget: $6,000. 


Security Savings & Loan Co., Cincin- 
nati. Richard Peck Adv., agency. Buys ID’s 
at 7 p.m. Tuesdays and Fridays on WLW-T 
Cincinnati. 


Shelby Street Federal Savings & Loan 
Association, Indianapolis. Sponsors two 
minute participations per week on the chil- 
dren’s program, Romper Room, on WLW-I 
Indianapolis. Commercials tell children the 
importance of savings and making money 
“work for you.” Each child opening an ac- 
count for $5 gets a special Romper Room 
Jack-in-the-box bank. Other gifts are of- 
fered for larger deposits. 


Southern Arizona Bank & Trust Co., 
Tucson. Robert M. Howe, executive vice 
president. Buys a schedule of ID's, 20’s and 
minutes, with main concentration on Pano- 
rama a K-GUN-TV Tucson news show five 
nights a week with 15 minutes of weather, 
news and sports. Bank is well satisfied with 
results, believing that the news and sports 
show creates a favorable atmosphere for its 
commercial messages. 


State Fidelity Federal Savings & Loan 
Assn., Dayton. Sponsors nine ID's per 
week on WLW-D Dayton. 


Susquehanna Savings & Loan Assn., 
Wilkes-Barre. Buys four minute spots each 
week before or during a night newscast. 
“Well satisfied” with results, according to 
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up to our 
rafters in movies! 


Looking for top film packages for 
the Oregon market? KPTV has 
them! 2,426 features in all—run- 
ning in peak-rated evening peri- 
ods. Just another reason why 
KPTV is your best buy station in 
Portland. Call your Katz man 
today! 

Check over this list: 


Paramount 
RKO 
Dream Package 
Critics Award Package (+1 & 2) 
21 Package 
Princess 
Enterprise 
Fox 52 
Galaxy 20 
Anniversary 
United Artist 
Selznick Features 
Shock 
Son of Shock 
RKO Showcase 
Triple Crown 
Warner Bros. (+7 through 13) 
Columbia Misc. 
Banner 33 
interstate TV 

- 4 


e ortland, Oregon 
— 
' channel 1 — 


f* Oregon's FIRST Television Stotion 
- Represented by the 
Katz Agency, Inc. 
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the agency account executive. Annual 
budget: $2,000. 

Traverse City State Bank, Traverse 
City, Mich. Julius Beers, president. Buys 
seven minute spots per week on WPBN-TV 
Traverse City, one each day, all in evening 
time. Annual budget: $5,300. 

Union Federal Savings & Loan Assn., 
Indianapolis. Year's schedule for 20's pre- 
ceding Maverick (ABC-TV) at 6:30 p.m. 
Sundays on wLw-! Indianapolis. 

Union Bank of Michigan, Grand 
Rapids. Richard C. Simkins, vice presi- 
dent. Bank buys three Class AA and one 
Class A spots on woop-tv Grand Rapids. 
Recently sponsored Big Ten Highlights, 
half-hour sports show, on the station. An- 
nual budget: $12,000. 





Its time fo roll up your sleeve... 


£2 GIVE 





SRT ANTE 
CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


MADISON AT 50TH 


English Lounge 
Meeting place 
of.show business 


Two of the finest hotels in New 


York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 

and suites for permanent 
or transient residence. 
Ideal headquarters. 


HOTEL 


Berkshire 


MADISON AT 52ND 

Famous dining in the - 

Berkshire Restaurant 
and Bar Lounge 
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Directors (Continued from 39) 


Sacramento: 
WBET-TV: Ralph D. Herbert. 
KCRA-TV: John Kuhlman. 
San Diego: 
KFSD-TV: Mildred Fenton. 
San Francisco: 
KPIX: Frederick S. Joslyn Jr. 
KRON-TV: Thomas Mullahey. 


DISTRICT OF COLUMBIA: 
Washington: 
WRC-TV: Burton Bridgens. 
WTOP-TV: Edward F. Ryan. 


FLORIDA: 
Jacksonville: 
WFGA-TV: Sherwood H. Smith. 
WJXT: Bryant Brosche. 
Miami: 
WCKT: Scott Bishop. 
WTVJ: Burt Toppan. 
Tampa: 


WTVT: Louis E. Wenzel. 


GEORGIA: 
Atlanta: 

WAGA-TYV: Percy Hearle. 
Columbus: 

WRBL-TV: George A. Gingell. 
Macon: 

WMAZ-TY: Joe Andrews. 
Savannah: 


WTOC-TV: Dave Randall. 


ILLINOIS: 


Chicago: 


WBBM-TV: Harriet Atlass; Mrs. Lorene 


Watson. 

WBKB: Marcella C. Braun. 
WGN-TV: Lyrtile Stahl. 
WNBOQ: Mrs. Betty Ross West. 


INDIANA: 
Indianapolis: 
WLW-I: Bruce B. Cox. 
South Bend: 
WNDU-TV: E. L. Doyle. 
South Bend-Elkhart: 
WSJV-TV: Joseph C. Huebner. 


IOWA: 
Cedar Rapids: 
WMT-TV: Charles Worcester. 


KANSAS: 
Hutchinson: 


KTVH: Don Weage. 


MAINE: 
Portland: 
WCSH-TV: Robert Black. 
WGAN-TV: Lloyd R. Knight. 
Presque Isle: 
WAGM-TV: Dewey DeWitt. 


MARYLAND: 
Baltimore: 
WBAL.-TV: Arnold Wilkes. 













































WMAR-TV: Thomas J. Severin. 


MASSACHUSETTS: 
Boston: 
WBZ-TV: George Moynihan. 


MICHIGAN: 
Detroit: 
WJIBK-TV: Robert C. White. 
WW4J-TV: Paul Williams. 
Grand Rapids: 
WOOD-TV: Kenneth Welch. 


MISSOURI: 
St. Louis: 
KMOX-TYV: Parker Wheatley. 


NEBRASKA: 
Lincoln: 

KOLN-TY: Mrs. Marie Stewart. 
Omaha: 

KETV: Robert Coats. 

KMTV: Burt Mann. 


NEW MEXICO: 
Albuquerque: 


KOB-TV: Lowell Christison. 


NEW YORK: 
Buffalo: 
WGR-TV: Albert L. Cooper. 
New Y ork ; 
WCBS-TV: Clarence Worden. 
WNEW-TV: Bernard Zeidman. 
WPIX: Leavitt J. Pope. 
WRCA-TV: Patricia Farrar. 
Schenectady: 
WRGB: Caleb Paine. 
Syracuse: 


WHEN-TV: Jean Daugherty. 


NORTH CAROLINA: 
Raleigh: 
WRAL-TV: Grady B. Jefferys. 


OHIO: 
Cincinnati: 
WLW-T: Lee J. Hornback. 
Cleveland: 
WJW-TV: Robert E. Huber. 
Columbus: 
WBNS-TV: John F. Cox. 
WLW-C: Mrs. Betty B. Shepherd 


Steubenville: 


WSTYV-TV: Tom Arim. 


OREGON: 

Portland: 
KGW-TV: Gloria Chandler. 
KOIN-TV: Luke L. Roberts. 


OKLAHOMA: 
Tulsa: 
KTUL-TV: Mrs. Barbara Roberts. 


PENNSYLVANIA: 
Philadelphia: 
WCAU-TV: Donald Porter Lenox. 














»pherd 


yberts. 


Lenox. 














Norman P. Bagwell, manager of WKY- 
tv-AM Oklahoma City, has been 
named a vice president of WKY Tele- 
vision System. Mr. Bagwell’s ap- 
pointment was announced by the 
board of directors of the company. 
The firm owns and operates WTVT 
Tampa and wsFa-tv Montgomery, as 
well as WKY-TV. 


RHODE ISLAND: 

Providence : 
WJAR-TV: Walter Covell. 
WPRO-TV: Joseph Fogarty. 


SOUTH CAROLINA: 
Columbia : 


WIS-TV: Sally J. Battle. 


SOUTH DAKOTA: 
Sioux Falls: 


KELO-TV: Murray Stewart. 


TENNESSEE: 
Knoxville : 

WBIR-TV: Martha Ashe. 
Nashville : 

WLAC-TV: Mrs. Ruth C. Talley. 


TEXAS: 
Fort Worth: 

WBAP-TV: Luther Adkins. 
Houston: 


KTRK-TV: John E. Hill. 


VERMONT: 
Burlington : 


WCAX-TV: Charles S. Lewis. 


VIRGINIA: 
Norfolk : 
WTAR-TV: Joel F. Carlson. 


WASHINGTON: 
Bellingham: 

KVOS-TV: William Taylor. 
Seattle: 

KING-TV: Gloria Chandler. 
Spokane : 


KREM-TV: Gloria Chandler. 


WEST VIRGINIA: 
Charleston ; 


WCHS.-TV: Harry M. Brawley. 


Huntington: 
WHTN-TV: Ray Stewart. 

Huntington-Charleston: 
WSAZ-TV: Bert Shimp. 

Wheeling: 

WTRF-TV: Wesley M. Manley. 


WISCONSIN: 

Milwaukee: 
WISN-TV: Patt Barnes. 
WTMJ-TV: Bruce Wallace. 
WXIX: Warren V. Bush. 





Service (Continued from page 39) 
University of Oregon, children’s seg- 
ments, local travel films, public- 
affairs discussion groups, politics, 
veterans’ problems, local Boy and 
Girl Scout organizations, visiting dig- 
nitaries and even portions devoted to 
criticism by viewers of the station. 

Says Chester T. Behrman, program 
manager of wFieE-Tv Evansville, Ind.: 
“Any program that educates is an 
example of television at its best. 
While not as popular as the discus- 
sion type that talks about a specific 
issue facing an _ individual com- 
munity, the program that teaches 
whatever its method—enables the 
people to grow in spite of themselves. 

“Such information should be made 
as readily available as possible be- 
cause most people will not seek it 
out, much less pay for it. Commer- 
cial television can do this, and it can 
afford it.” 

Kenneth Welch, public-service di- 
rector for woop-tv Grand Rapids, 
looks at the public-interest job to be 
done in his station’s community this 
way: “Grand Rapids is a conservative 
community. Despite a population of 
175,000, it seems determined to re- 
main a ‘small town.’ Efforts toward 
civic improvement and expansion are 
traditionally met by city-wide bicker- 
ing and little action. 

“The bulk of woop-Tv’s public-serv- 
ice programming has attempted to 
create a demand for city betterment 
—to make the residents realize that 
Grand Rapids must look ahead and 
grow with the times. These attempts 
have not been limited to any single 
type of public-service program, but 
have encompassed many different 
subjects and problems. WOOD-TV 
hopes to help the city help itself. Only 
by making people aware of the pres- 
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| ent status of Grand Rapids can there 
| be improvement.” 





In answer to the query as to which 
type of public-service programming 
might be considered the most impor- 
tant in serving the people of a com- 
munity, Gomer R. Lesch, program di- 
rector at WFMY-TV Greensboro, N.C., 
replies, “I don’t think I would be 
able to pinpoint one area of service 
to the public and call it ‘most impor- 
tant.’ 
station renders is important, with any 


All of the service a television 


given item in the spotlight for atten- 
tion at a particular time being highly 
important in its own right. 

“Bond issues, emergency situations, 
drives for registration and voting, 
fund raising—all share an equal and 
essential place in our operation.” 

On the other hand, Bill Norwood, 
program director of wnct Greenville, 
N.C., hangs a “most important” label 
on the educational-program aspect 
of public service—the kind of pro- 
gram which “strives to inform, edu- 
cate and guide anyone in planning 
his or her future in school, business, 
farming or a profession.” 

Says Thomas L. Thompson, pro- 
gram director of KGUL-TV Houston: 
“I do not consider that any one type 
of public-service program can do an 
adequate job of serving the commu- 
nity. The community is best served 
by a broad public-service policy which 
includes all elements of this kind of 
programming. As for KGUL-TV, our 
single most outstanding presentation 
last year was Telethon for the Eyes 
of Texas, a 14-hour program which 
raised over $100,000 toward the cost 
of building a center for eye-disease 
research.” 

Lawrence H. Rogers, president and 
general manager of WSAZ, Inc., who 
has been expressing his views on pub- 
lic service, on the responsibilities of 
broadcasters and on the meaning, 
function and objectives of television 
in general in a series of Sunday edi- 
torials on wSAz-Tv Huntington, W. 
Va., states his organization’s philos- 
ophy of public-service programming 
cogently and succinctly: 

“Beyond the basic responsibility to 
serve ‘the public interest, convenience 
and necessity,’ WSAZ-TV public service 
is motivated by management’s precept 


that initiative in community matters 
is the only assurance of continued 
existence and a market for successful, 
competitive productivity in the Ameri- 
can free-enterprise system. 

“The primary aim of WSAz-Tv pub- 
lic service, first, is to improve goy- 
ernmental, economic, cultural, educa- 
tional and all other functions related 
to the general welfare of the commu- 
nity within the station coverage, and 
the nation at large; secondly, to make 
WSAZ-TV a vital force in the commu- 
nity by reflecting conditions and opin- 
ions on things as they are, and by 
projecting our own and community 
opinions on things as they should be. 

“When, in the opinion of the man- 
agement,” concludes Mr. Rogers, “the 
occasion demands an extraordinary 
public service, the public gets it.” 


Concerned with Education 


Going along with that is Don 


Weage, public-service director of 
KTVH Hutchinson, Kan., who says 
that a considerable amount of his 


station’s public-service programming 





is concerned with education because 
“we feel that in this field we are 
the from which 
stems progress in virtually all others. 


closest to nucleus 

“We consider it important, how- 
ever,” he adds, “to maintain in pub- 
lic-service a programming flexibility 
whereby we may devote time to as 
many worthy organizations, cam- 
paigns and fields of inquiry as pos 
sible.” 

A series of documentary programs 
KTVH 


done by concerned Central 





Kansas towns and gave all residents 





a greater knowledge of the history of 





the area in which they live, plus a 





broader insight into its importance 





today. In each of five programs, 30 





minutes in length and presented in 





Class A early-evening time, on-the 





spot films made by the station were 





used in conjunction with live inter 





views of city officials to focus the 





spotlight each time on another key 
town in the area. 

To back up his belief that “rela- 
public service] 
and we try to 





tive importance [in 





is a changing thing, 
adjust our activities to these fluctua 
tions,” Bill Fall, program director at 












WFBM-TV Indianapolis, points to the 
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John W. Kluge (l.) has been ap- 
pointed chairman of the board of the 
Metropolitan Broadcasting Corp. At 
the same time, the company an- 
nounced the election of Richard D. 
Buckley (r.) as president and chief 
executive officer. Metropolitan, the 
successor to the Dumont Broadcast- 
ing Corp., operates stations WNEW 
and WNEW-TV New York, wrtc Wash- 
ington and WHK Cleveland. 


station’s Vista, a continuing series of 
half-hour programs which have dealt 
with subjects as widely separated as 
alcoholism and outer space, a search- 
ing analysis of law-enforcement 
agencies at all levels of government 
and foreign policy and its meaning 
to the people of the community. 

states Bruce B. 
Cox, director, special broadcast serv- 


“By definition,” 


ices for the Crosley Indianapolis sta- 
tion, WLW-I, “public service must not 
be, cannot be and is not limited to a 
heavy emphasis on one specific area. 
Balance should be the keyword here. 
Without it, a broadcaster is not ful- 
filling his obligations. 

“Therefore, at WLW-I we constantly 
remind ourselves of the balance ex- 
isting between categories (i.e., re- 
ligion, education, agriculture, dis- 
cussion, talks) and within categories 
(i.e., Protestant, Catholic and Jewish 
within religion ).” 

In carrying out its balanced struc- 
ture of public-service programs, 
WLW-I has called upon the people of 
Greater Indianapolis to lend even 
more impact to its community-service 
efforts. A local Program Advisory 
Council of 200 representatives in 
civic, charitable, business and _re- 
ligious groups was formed more than 
two years ago, and has made valuable 
contributions in furthering the sta- 
tion’s concept of public service in 
action. 


William Whitley, director of pub- 


lic affairs for KNxT Los Angeles, 
states the public-service policy for 
this CBS owned-and-operated station: 
“State and local problems and _poli- 
tics, schools and education, and legis- 
lative matters are the most important 
to KNXT. 

“It is the feeling at our station 
that as a medium of communication 
we should inform by bringing into 
focus conditions, problems, activities 
and propositions of import to the 
widest segment of the community. 
Even though this approach involves 
active programming, production and 
extensive use of air time—and in- 
volves considerable expense—it is 
our feeling that the results are in- 
formative and inspire individual and 
community activity. Such program- 


ming also contributes in large meas- 


ure to the public’s attitude of respect 
towards the station. 


Editorial Approach 


“Our most outstanding program 
along these lines was an editorial 
approach to the subject of capital 
punishment, an hour-long docu- 
mentary titled Thou Shalt Not Kill. 
Aired in prime week-night time at 
10:30, the program brought highly 
complimentary reviews, newspaper 
editorials and almost 3,000 letters 
and cards within a week of airing.” 

George Patterson, program man- 
ager of WAVE-TV Louisville, asserts, 
“No one type of public-service pro- 
gram can be considered most impor- 
tant, or more important than all other 
types. Each type is, no doubt, most 
important to that segment of the view- 
ing audience which has the greatest 
interest in that particular type. 

“For example, WAVE-TV each year 
conducts a fund-raising telethon for 
Children’s Hospital, without which it 
would be difficult, if not impossible. 
for the hospital to continue its policy 
of treating children of indigent 
parents. But who is to say whether 
this is more important than, say, the 
educational series of three 25-minute 
programs produced each school day 
in our studios by our technical and 
production personnel and telecast at 
no cost to it by the educational uhf 
station in this area, WLRP-TV, which 
has no studios or studio equipment.” 


In 
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Speaking for wHas-tv Louisville, 


promotion manager Bill Loader says 
that “a constant public awareness is 
perhaps the kev to effective public- 
service programming. Then the cour- 
age to hit to the core of the problem, 
the need, the lack—and do something 
about it. We feel strongly that every 
station should take upon itself the re- 
sponsibility to help such campaigns 
as the Community Chest, Red Cross, 
Heart Fund, etc. 


service’ demands the something big 


But true ‘public 


—the extra something. 

“The ‘most important’ public serv- 
ice is dictated, in many instances, by 
the moment. For example: a half- 
hour documentary such as we did to 
shake this community out of its com- 
placency and get something done to 
protect our children during threats 
from tornadoes via an efficient alert 
system for all schools in the city and 
county; or providing detailed cover- 
age of the Kentucky Legislature in 
assembly, whereby citizens of this 
state for the first time really learned 
what goes on ‘down there in Frank- 
fort—a real eye-opener and a two- 
month education for a lot of people 
in the community.” 

WCKT Miami considers a politically 
interested and informed electorate of 
paramount importance in its locality. 
“In a rapidly developing area such 
as south Florida,” says Scott Bishop, 
the station’s public-service director, 
“where the average population in- 
flux is greater than 300,000 a year, 
the most important kind of public- 
service programming is _ political 
news. 


“With so 


riving daily, it is vital that they be- 


many new people ar- 
come quickly aware of the type of 
local government in this area, and 
that they learn in the most compre- 
hensive manner about the people in 
local government who, in the long 
run, will shape the destiny of south- 
ern Florida.” 

wtvJ Miami, in public-service di- 
rector Burt Toppan’s worlds, “believes 
that television has become the great- 
est influential medium in the history 
of communications.” With this power 
to inform, plus the ability to show 
things graphically, wrvy therefore 
believes it is “the duty of a television 


station to use its resources to sift 
important facts and to present them 
in an interpretative light.” 

WTvJ created and uses its Nightly 
Editorial—begun in September 1957, 
delivered by Ralph Renick, the sta- 
tion’s vice president in charge of 
news, and acclaimed by the industry 
as the forerunner of the current sta. 
tion trend toward editorializing—as 
a service to its community: to advise, 
to inform, to praise and to criticize 
constructively. 

Warren V. Bush, director of public 
affairs for wx1x Milwaukee, says that 
“inasmuch as no single public-affairs 
program series can best serve the 
manifold civic, cultural and educa- 
tional interests of the Milwaukee com- 
munity, our public-service depart- 
ment follows a continuing policy of 
diversifica- 
tion expressed in terms of specialized 


program diversification 


audience appeal (with overtones of 
mass appeal), format and production 
techniques specifically tailored to the 
purpose and intent of the various pro- 
gram series.” 

Generally, Mr. Bush continues, “the 
best type of public-affairs program to 
best serve the interests of the com- 
munity is that program which stimu- 
lates active audience response—either 
in thought or action, or both. All of 
WXIX’s public-service programs are 
dedicated to that end.” 


Many Types Needed 


“We consider all types of public- 
service programs important,” says 
Clarence Worden, director of public 
affairs for wcBs-Tv New York. “There 
are 4.8 million television sets in our 
viewing area. Obviously, no single 
program could possibly appeal to the 
viewers of all these sets. Our program, 
Right Now!, is important to adults in- 
terested in the general welfare of the 
community; On the Carousel is im- 
portant to the upper-elementary and 
high-school students in our audience; 
Camera Three is important to that 
section of our audience seeking cul- 
tural and educational guidance; and 
so it goes. That’s why they all are 
important.” 

wkca-tv New York’s most outstand- 
ing public-service series of last year 
was Aqui se Habla Ingles, an early- 
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John A. Patterson, wre1x New York 
sales manager, has been elected vice 
president in charge of sales, F. M. 
Flynn, publisher of the New York 
News and president of WPIX, Inc., 
has announced. Mr. Patterson joined 
the station as a salesman before wrix 
went on the air in 1948. He was named 
sales manager in 1952. 


morning (6-6:30) daily program de- 
signed by NBC’s flagship station to 
teach English to the city’s Puerto 
Rican and other Spanish-speaking 
population of one million, and 
through this to bring this segment of 
Gotham’s populace closer to the rest 
of the citizens in the community. 

“All phases of programming in the 
public interest at WCAU-Tv,” claims 
Donald director of 
public affairs for the CBS owned-and- 
operated Philadelphia outlet, “are 
given equal emphasis—in production 
facilities, advertising and promotion. 


Porter Lenox, 


Programs aired on a regular basis 
cover education, religion, agriculture, 
discussion and exploration of local 
issues, career guidance, and so forth. 
“The least emphasis is placed upon 
Information of this 
type is usually limited to station- 
break announcements 


fund raising. 


for charities 
and similar organizations.” 

wrcv-tv Philadelphia, the NBC 
ofo in the City of Brotherly Love, 
agrees with its CBS competitor in at 
least one respect. “The specific de- 
mands at a certain time—and under 
specific conditions — determine the 
importance of a public-service pro- 
gram,” says Frank Hall, manager of 
special projects for the station. 

“For the most part throughout the 
year,” he states, “we try to avoid 
fund-raising appeals; the exceptions 
inthis area include the United Fund 


and the American Cancer Society. 
There is a consciousness on our part 
for responsibility to the local com- 
munity, and therefore the greater 
number of public-service programs 
and arinouncements 
identification.” 


have a _ local 

One of the most profound and con- 
cise statements on the meaning of 
public-service 
from KOIN-TV 
Ted W. Cooke, program manager. 
The station’s policy states: “We de- 
fine public-interest telecasting as the 
successful 


programming 
Portland, 


comes 
Ore., via 


of local 
and national ideals—economic, social 
and cultural—according to the pe- 
culiar needs of each station’s listen- 
ing and viewing audience. It is demo- 
cratic in function, free from bias or 
selfish interest, and inseparable from 


communication 


any phase of station operation.” 

The most ambitious series of pro- 
grams aired by KOIN-TV in carrying 
out this policy during the past year 
was Sunrise College, telecast Monday 
through Friday from 7 to 7:30 a.m. 
in cooperation with the Extension Di- 
vision of the Oregon State System of 
Higher Education and Portland State 
College. During the fall term there 
were approximately 400 persons who 
enrolled for the telecasts in General 
Psychology and Northwest History 
and received full college credits for 
these courses. 

WAGM-TV Presque Isle, Me., favors 
state and local activities, problems 
and politics in its public-interest 
broadcasting. “No other medium,” 
says Dewey DeWitt, special-events di- 
rector, “with the possible exception 
of public meetings, can create the re- 
action of television and directly 
stimulate public feeling. This need 
exists among people who do not or 
will not make themselves aware of 
community problems and politics.” 

Declares Walter Covell, director of 
religious, educational and _public- 
service programs for WJAR-TV Provi- 
dence: “We attempt no classification 
of public-service subject matter as to 
‘importance. Rather, we 


much as time allows, giving careful 


cover as 


consideration to type of coverage. 
“State and local activities are, in 

general, news items. Such things as 

fund raising and safety are more 
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often accorded a schedule of spot an- 
nouncements. Schools and education, 
medical and mental-health subjects 
have merited full-program status in 
one-shot or series presentations. The 
extent of coverage depends upon the 
depth of public interest. The amount 
of time allotted to specific public- 
service programming is not neces- 
sarily a measure of its importance.” 

WDBJ-TV Roanoke has never tried 
to pick a “most important” public 
service. “We have tried instead,” 
says Charles A. Ballou, program 
manager, “to do a creditable job in 
all the categories. However, this past 
year we have made a special effort— 
and a sizable investment in time and 
in the direction of schools 





money 
and education.” 

One of the station’s major public- 
service accomplishments in 1958 was 
its community Christmas candle. De- 
veloped by WDBJ-TV in cooperation 
with the Roanoke Ministers Confer- 
ence, this was an effort to re-empha- 
size the religious significance of 
Christmas. Thousands of used candles 
with personal meaning to the givers 
were donated to the local churches 
and then melted for the construction 
of a huge Yule candle 10 feet tall, 22 
inches in diameter and weighing 
2,000 pounds. The ceremonies sur- 
rounding the lighting of this special 
candle were telecast live by WDBJ-TV 
from the lawn of the Municipal 
Building. 

“It seems quite logical,” notes Er- 
vin F. ‘Lyke, president and general 
manager of WVET-TV Rochester, N.Y., 
“that the most important type of 
public service a television station can 
render has to be a service that only 
a television station can render. 

“Consequently, the type of public- 
service program we consider the most 
important in serving the people of 
our community is any program which 
has as its purpose the immediate 
stimulation of the audience to action 
vital to the health and welfare of the 
community. Rather than refer to it 
as ‘disaster coverage,’ which infers 
something that has already happened, 


we prefer to use the phrase ‘disaster 
” 


prevention.” 
The feeling of Ralph D. Herbert, 


public-service director and operations 
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supervisor of KBET-TV Sacramento, is 
that “any effort on behalf of the 
state’s educational system has the 
greatest potential value. Although 
other programs may have greater 
immediate and material value, the 
educational system of this state—as in 
many states—has numerous problems 
that should be brought into focus. 
Anything we can do to keep educa- 
tional activities before the public 
will, it is felt, eventually help to 
bring about action from the tax-pay- 
ing public.” 


Need for Action 

Frederick S. Joslyn Jr., educa- 
tional director for KPrx San Fran- 
cisco, holds these views: “Any field 
in which there is a need for greater 
understanding and a need for intelli- 
gent, carefully planned action is im- 
portant in our public-service pro- 
gramming. This may at one time be 
in the field of education; 
time it may be in the field of civic 


another 


issues, such as rapid transit, smog 
control or the need for improved 
highway and bridge facilities. There 
is no specific area which we consider 
most important. If we can accurately 
inform and enlighten the citizens of 
the Bay Area on all the issues and 
problems which arise from time to 
time, we have done our job.” 

A proponent of education as the 
single most important category of 
public service on television is WRGB 
Schenectady. Caleb Paine, its man- 
ager of public service, says that while 
the station serves its viewers on a 
broad scale that includes all public- 
service classifications, it concentrates 
on education to the extent of five 
program hours a week—half NBC- 
TV network and half local-live pro- 
gramming, primarily for in-school 
viewing. 

The local shows, under the title 
of Tv Schooltime, have been tele- 
vised by wrGB on a regular Monday- 
through-Friday basis, 40 weeks per 
year, since 1953. “We feel,” reports 
Mr. Paine, “that the potential of tv 
as an educational tool is only be- 
ginning to be realized, and that only 
through more and better education 
for our youth will America be able 
to counteract the Russian reach for 





world dominance.” 

wsBT-Tv South Bend is of the 
opinion that the more public-service 
programming can be localized to con- 
ditions and to viewer interest, the bet- 
ter, Because of “proximity value,” 
the station believes that telecasts on 
city and county activities are the most 
valuable in doing a_ public-service 
job for its area. 

Walter J. Schaar, program director 
of KREM-TV Spokane, considers as 
highly important the sort of program. 
ming “that informs people of things 
they might not take the time to read 
about—for instance, legislative re- 
ports, educational programs for col- 
lege credits, and meet-your-candidate 
type programs. 

“The 


“was a particularly successful series 


latter,” says Mr. Schaar, 
for us as we went into our third year 
of showing the candidates for each 
office that appeared on the local bal- 
lot. We let each candidate have an 
equal amount of time to express his 
platform, and then our news director 
questioned each one generally about 
his office. We actually turned up 
some legislators who did not have a 





Network Changes 
Network basic 
hourly rates and other changes 


increases in 


announced recently include: 

ABC-TV—Call letters for k1po- 
TV Boise KTVB; 
KSLA-TV Shreveport rate from 
$525 to $600; substitution of 
WwvuUE New Orleans for WJMR-TV 
New Orleans as ABC-TV network 
afhliate. 

CBS-TV — Advertisers order- 
ing KIEM-TV Eureka and KBES-TV 
Medford at combination rate of 
$275 get KoTI-Tv Klamath Falls 
on no-charge, no-rebate basis; 
wciA Champaign from $850 to 
$1,000; woay-tv Oak Hill added 
as a primary affiliate at $200. 

NBC-TV—weavu-tv Eau Claire 
from $200 to $250; WFBC-TV 
Greenville from $600 to $700; 
WRAL-TV Raleigh from $600 to 
$700; wsyr-Tv Syracuse from 
$975 to $1,025. 
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Taking part in the dedication cere- 
monies for WLW-1 Indianapolis were 
(l. to r-) Robert E. Dunville, presi- 
dent of Crosley Broadcasting Corp.; 
Oliver Treyz, president of the ABC- 
TV network, and John Babcock, gen- 
eral manager of the channel 13 sta- 
tion. Special guests for the all-day 
ceremonies included Gene Autry; 
John Russell and Peter Brown of the 
Lawman series; Lt. Gov. Crawford W. 
Parker of Indiana, and Mayor Charles 
A. Boswell of Indianapolis. 


clear-cut idea of what they were 
running for. The public reaction,” 
adds Mr. 
mendous.” 

The program director for KTTS-TV 
Springfield, Mo., Kevin McAndrews, 
reports that it is the policy of his 
station to consider local activities as 


Schaar dryly, “was tre- 


the “focal point” of its public-service 
programming. “By local,” he states, 
“we mean the activities of the com- 
munities in our coverage area. 
Actually, it is dificult to differentiate 
between a national and a local Red 
Cross campaign; the objectives, 
methods and goals are so similar. 

“However, no set policy can govern 
the community-influenced aspects of 
our public-service programming. The 
past year we devoted a generous por- 
tion of our public-interest efforts to 
local government and the local 
schools. We strive to develop and 
service our area by programming 
significant activities and events in the 
public interest.” 

The feeling at KMox-Tv, the CBS 
owned-and-operated station in St. 
Louis, is expressed by its director of 
public affairs, Parker Wheatley: 
“The Greater St. Louis community is 


in a period of intense self-examina- 
tion and civic planning. Its spirit 
is summed up in the choice presented 
to it by the slogan, 
cay.” 


‘Progress or De- 


“KMOX-TV public-affairs programs 
are devoted steadily and regularly to 
the problems in which this choice lies 
before the people. Whenever possi- 
ble, instances of progress are re- 
ported, to contribute to community 
confidence and pride, and to en- 
courage participation in solving prob- 
lems. Areas of the station’s public- 
service reports include business, poli- 
tics, education, religion, human and 
inter-racial relations, the arts, inter- 
national relations and the law. KMox- 
TV, in a word, functions as a good 
citizen of its Missouri-Illinois com- 
munity of 825,000 television fami- 
lies.” 

Also endeavoring to present a well- 
rounded yearly picture of its com- 
munity through programs in the pub- 
lic interest is WHEN-TV Syracuse, 
whose director of sustaining services, 
Jean Daugherty, says that the time 
devoted is highest on religious and 
educational programs, but that 
nothing is neglected, with military 
service ranking well with the others. 

An outstanding segment of the 
WHEN-TV school series, Ten O’Clock 
Scholar (Saturdays, 11 a.m.-12 
noon), was called XL—X10, in which 
viewers were shown what was being 
done in area high schools and grade 
“oifted” 
student (excel equals extend). Dem- 


schools to encourage the 


onstrations on the programs ranged 
from kindergarten examples through 
senior seminars wherein final-year 
high-school students with advanced 
abilities were working for college 
credits. 

weEcT Wilmington figures disaster 
coverage as its most important serv- 
ice to its audience. “In the past 
says Wayne Jackson, 
program director, “this area has been 
hard hit by a series of hurricanes 
causing millions of dollars in dam- 
age. We consider our programs ad- 


several years,” 


vising the area of impending hurri- 
canes, giving adequate warning no- 
tice, safety precautions and aid in 
rehabilitation to be the single most 
vital public-service work we do.” 





NTA’S DREAM PACKAGE 


of 85 feature films from the 


studios of 20th Century-Fox 
and other important producers 





Each and every one of the 85 
feature films in this distin- 
guished group offers a sales 
and rating dream! top-flight 
stars, first-rate pictures. 


THIS ABOVE ALL 


Tyrone Power, Joan Fontaine, 
Thomas Mitchell 


CALL NORTHSIDE 777 


James Stewart, Lee J. Cobb, Richard Conte 


MOTHER WORE TIGHTS 


Betty Grable, Dan Dailey 


THE RAINS CAME 


Tyrone Power, Myrna Loy 


HEAVEN CAN WAIT 


Gene Tierney, Don Ameche 


CALL OF THE WILD 


Clark Gable, Loretta Young 


ROAD TO GLORY 


Fredric March, Lionel Barrymore 

For the full story, 

get in touch today with... 

N NATIONAL TELEFILM 
ASSOCIATES, INC., 

10 Columbus Circle. New York 19 





MOTOR HOTEL GUIDE 


Rates, facilities and location of more 
than 700 better class Motor Hotels 
coast to coast—all inspected and ap- 
proved members of the Congress of 
Motor Hotels. Sent to you compli- 
ments of the AVALON MOTEL, 
Tallahassee, Florida. A wonderfully 
homey place on beautifully land- 
scaped grounds . . . continental break- 
fasts . . . free coffee at any time .. . 
reasonable rates. Write to 


AVALON 
MOTEL 


U.S. 90 E. 
Tallahassee, Fia. 
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Film 


(Continued from page 74) 


ide), Ketchum, MacLeod & Grove. 
In Production: Bell Telephone Co. of 
Pennsylvania (phone spots), Gray & Rogers; 
Aluminum Co. of America, F&S&R. 


LUX-BRILL 


Completed: Vick Chemical Co. (Vicks 
Vapo Steam), Morse International; Golden 
Books, Inc., (Golden Books), direct. 

In Production: Nestle Co., Inc. (various 
products), McCann-Erickson; J. A. Folger 
& Co. (coffee), C&W. 


NATIONAL SCREEN SERVICE 


Completed: Radio Corp. of America 
(color commercial), Lefton: Pontiac 
Driving School, MacManus, John & 
Adams; LePage’s, Inc. (Plasti-Pak), 
Y&R; White Rock Corp., MacManus, 
John & Adams; Rootes Motors, Inc. 
(Hillman), EWR&R; Olin Mathieson 
Chemical Corp. (High Energy fuel), 
direct; Lewyt Corp. (vacuum cleaner), 
Hicks & Greist; Texas Co. (Texaco), 
Commercial Telecasting; Carlay Co. 
(Ayds), EWR&R. 

In Production: P. Ballantine & Sons 
(beer), Esty; S. B. Thomas, Inc. (bread 
& rolls), MacManus, John & Adams; 
British Petroleum Co., Collyer Adv. Ltd.; 
Radio Corp. of America (Silverama tube), 
Lefton; B. C. Remedy Co. (headache 
powder), C. Knox Massey; Morton Frozen 
Foods, Div. Continental Baking Co., Inc. 
(pies), Bates; Pontiac Motor Div. General 
Motors Corp. (Pontiac), MacManus, John 
& Adams; Good Housekeeping (Hi-Pro, 
Aunt Jemima Seal), Grey. 


FRED NILES PRODUCTIONS 


Completed: Brunswick-Balke-Collender Co. 
(bowling equipment), McCann-Erickson; 
General Electric Co. (air conditioners), 
Y&R; Pillsbury Mills, Inc. (flour), 
Campbell-Mithun; Durkee Famous Foods, 
Div. Glidden Co. (Instant minced onions), 
Meldrum & Fewsmith; Dr. Pepper Co., 
Grant; Merry Mfg. Co. (My Merry Bubble 
Horn), Menderson; Quality Chekd Dairy 
Products Assoc. (dairy products), 
Wentzel, Wainwright, Poister & Boore. 

In Production: Manning Mfg. Co. 
(Roc-N-Spin toy), N. N. Perlstein; 
Montgomery, Ward & Co. (rotary mower, 
outboard motor), direct; Munsingwear, 
Inc. (Slenderella hosiery), Oreland 
Johnson; International Milling Co. (Robin 
Hood flour), H. W. Kastor; Kitchen Art 
Foods, Inc. (Py-O-My Brownie mix), 
Doner. 


PELICAN FILMS, INC. 


Completed: Bristol-Myers Co. (Bufferin). 
Y&R; Drackett Co. (Vanish), Y&R; 
Maytag Co. (dryers), Burnett; P. 
Ballantine & Sons (beer), Esty; 
Pharma-Craft Corp. (Coldene), JWT: 
Quaker City Candy Co. (Good ’N Plenty), 
Bauer & Tripp; Robert Hall Clothes, 
Inc., Arkwright. 

In Production: Lever Bros. Co. (Handy 
Andy), K&E; Liggett & Myers Tobacco 
Co. (L&M cigarettes), D-F-S; United 
Fruit Co. (Chiquita Banana), BBDO; 
Walter Baker Co. (Jiffy), McKim; 
McKesson & Robbins, Inc. (Bexel), 
D-F-S; Robert Hall Clothes, Inc., 
Arkwright; American Tobacco Co. (Lucky 
Strike cigarettes), BBDO; Labatt 
Importers, Inc. (ale & beer), JWT; 
Continental Baking Co. (Wonder bread), 
Bates; Consolidated Cigar Corp. (Muriel 
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Pulse Top 10 Mystery Shows for December 








Rank Program Distributor 
1—Mike Hammer MCA 
2—San Francisco Beat CBS 
3—U. S. Marshall NTA 
1—Sheriff of Cochise NTA 
5—Dial 999 Ziv 
6—Decoy Official 
7—New York Confi- 

dential ITC 
8—Badge 714 CNP 
9—Official Detective NTA 
10—City Detective MCA 


National Viewers Per 100 


Weighted |Homes Tuned In 
Average Men Women Children 
16.0 86 9 = 27 
12.9 84 3 2 
11.6 69 74 ~§=664 
115 83 87 27 
9.2 85 92 23 
8.3 82 2 
8.1 84 3 
8.0 83 88 4) 
7.6 85 91 21 
5.8 81 86 23 





cigars), L&N; Norwich Pharmacal Co. 
(Pepto-Bismol), B&B. 


DAVID PIEL, INC. 


Completed: Jaymar-Ruby (slacks), Ehrlich, 
Neuwirth & Sobo. 

In Production: Speed Shine (spray polish), 
Lester Harrison; Sel-Right (Scrabble for 
Juniors, Meet the Presidents), Lester Har- 
rison; Associated Artists (Popeye Vitamin 
Pops), direct; United Artists Associated, 
direct. 


PINTOFF PRODUCTIONS 


Completed: American Broadcasting Co. 
(promotional), direct; Ward Baking Co. 
(Tip Top bread), Goulding-Elliott-Graham, 
JWT; North American Phillips Co. 
(Norelco shavers), C. J. LaRoche; G. R. 
Kinney Corp. (shoe stores), Frank B. 
Sawdon; National Broadcasting Co. 
(Kaleidoscope opening) direct; Southern 
Packing Co. (Appleberry sauce), 
Rockmore; H. Daroff & Sons, Inc. (Botany 
“500” suits), North; Renault, Inc. 
(Dauphine cars), NL&B; Stahl-Meyer, 
Inc. (Ferris ham & bacon), Hicks & 
Greist. 

In Production: Ward Baking Co. (Tip 
Top Lucky cakes), Grey; A. Lustig, Inc. 
(Punchinello Punch), Cousins-Blair Prods; 
Phillips Petroleum Co. (Phillips “66” 
gasoline), Lambert & Feasley: G. R. 
Kinney Corp. (shoe stores), Frank B. 
Sawdon. 


ROLAND REED TV, INC. 


Completed: National Brands, Div. Sterling 
Drug, Inc. (Haley’s M.O., Phillips milk of 
magnesia, Bayer aspirin), D-F-S. 

In Production: National Brands, Div. Sterl- 
ing Drug, Inc. (Bayer aspirin, Bayer nasal 
spray), D-F-S. 


TV CARTOON PRODUCTIONS 


Completed: J. A. Folger & Co. (instant 
coffee), Harris, Harlan & Wood (Div. 
Fletcher D. Richards); Kilpatrick Baker- 
ies, Inc. (bread), Reinhardt. 

In Production: Pacific Telephone & Tele- 
graph Co. (long distance), BBDO; Kil- 
patrick Bakeries, Inc. (bread), Reinhardt; 
Williams Bakery (bread), Reinhardt. 


TRANSFILM, INC, 


Completed: U. S. Steel Corp., BBDO; 
Helena Rubinstein, Inc. (Mascaramatic), 
Ogilvy, Benson & Mather; Pharmaceuticals, 
Inc. (Geritol), Parkson; Aluminum Co. 
of America (Alcoa), F&S&R; Esquire, 
Inc. (Coronet magazine), Grey; Food 
Manufacturers, Inc. (Uncle Ben’s rice), 
Bates; Mennen Co. (all products), Grey; 
Tek Hughes, Div. Johnson & Johnson 
(Tek), Y&R; Phillips-Van Heusen Corp. 
(shirts), Grey; Boyle-Midway, Inc. 
(Aero Shave), JWT; Warner-Lambert 
Pharmaceutical Co. (Bromo-Seltzer), 
Warwick & Legler; Block Drug Co. 
(Polident), Grey. 

In Production: Mennen Co. (all products), 
Grey; Boyle-Midway, Inc. (Aero Shave), 
JWT; American Chicle Co. (clorets), 
Bates; Whitehall Laboratories, Div. 
American Home Products Corp. (Anacin), 
Bates; Phillips-Van Heusen Corp. (Van 
Heusen shirts), Grey; Ford Motor Co. 
(Mercury cars), K & E; Radio Corp. of 
America (RCA Victor records), Grey; 
Standard Brands, Inc. (Burgerbits dog 
meal), Bates; U. S. Steel Corp., BBDO; 
Chock Full O’ Nuts Co. (coffee), Grey; 
Miles Laboratories, Inc. (Alka Seltzer, 
One-A-Day Vitamins), Geoffrey Wade; 
Brown & Williamson Tobacco Corp. 
(Viceroy), Bates; American Sugar 
Refining Co. (Domino sugar), Bates; 
Oakite Products, Inc. (Oakite), Richard 
K. Manoff; Lever Bros. Co. (Pepsodent 
toothpaste), FC&B; Venus Pen & Pencil 
Corp. (pencils), Doyle Dane Bernbach; 


UPA PICTURES, INC. 


In Production: Richfield Oil Corp. 
(Richfield Boron), Hixson & Jorgensen; 
Carling Brewing Co. (Stag beer), Edward 


H. Weiss. 


UNITED STATES 
PRODUCTIONS 


Completed: Johnson & Johnson 
(Liquiprin), Frohlich. 

In Production: Famous Artists Schools, 
Inc. (home study art courses) , Gumbinner; 
Cities Service Oil Co. (oil), Ellington. 
































¥ | 
Pulse Top 20 Syndicated Shows for December | Ww L 4 Z - T ¥ 
0) National Viewers Per 100 | 
In Rank Program Distributor | Weighted | Homes Tuned In 
rem Average |Men Women Children 
1—Sea Hunt Ziv 22.0 | 83 89 21 
Highway Patrol Ziv 168 | 83 87 25 | NBC Affiliate, Bangor, Maine 
3—Mike Hammer MCA 16.0 | 86 94 27 
1—26 Men ABC 15.8 76 87 46 
| 5—Death Valley Days U. S. Borax 15.5 76 82 53 
: 6—Popeye UAA 14.2 21 37 =:102 
7—Boots and Saddles CNP 14.1 | 71 78 56 
; 8—Rescue 8 Screen Gems 13.7 78 83 34 
: 9—State Trooper MCA 13.6 79 84. 32 
10—San Francisco Beat CBS 12.9 84 93 23 
10—Silent Service CNP 12.9 74 81 48 
— | 1l—Mackenzie’s Raiders Ziv 12.7 79 84 26 
12—Citizen Soldier Flamingo 12.1 79 82 29 
|  13—Superman Flamingo 12.0 65 72 83 
14—Cisco Kid Ziv 11.6 63 71 83 
= 14—Target Ziv 11.6 81 89 32 
Co. 14—U. S. Marshal NTA 11.6 69 74 64 
‘ 15—Sheriff of Cochise NTA 11.5 83 87 27 
e), 16—Burns and Allen | Sereen Gems 11.3 73 84 13 
we 16—Huckleberry Hound | Screen Gems 11.3 65 73 78 T A L L 
orp. 
‘ Pulse Top 10 Adventure Shows for December ” A Uj L 
jucts) , 1—Sea Hunt Ziv 22.0 83 89 21 Bunyan is our “tall Paul” and all 
‘on 2—Highway Patrol Ziv 16.8 83 7 25 the vitality and growth he typifies. 
i ete Screen Gems | 13.7 | 78 83 2B Se hat we have more than 
Van 4—State Trooper MCA 13.6 79 84 32 our share of other things. 
a 5—Silent Service CNP 12.9 74 81 48 People are spending time and money 
y; 6—Citizen Soldier Flamingo 12.1 79 82 29 preparing for our 125th anniver- 
0. 7—Target Ziv 11.6 81 89 32 sary celebration. 
rey; 8—Sky King Nabisco 11.1 32 43 89 Federal funds have been increased 
0 9—Whirlybirds CBS 10.9 63 67 87 for our Dow Airforce Jet Base. 
aie 10—Flight CNP 9.6 87 93 28 Bank clearings increased 25% to 
10—Jim Bowie ABC 9.6 61 68 64. a record high in January. 
ae Yes, business is up in Bangor, 
rent, agg wher agynteg. wage And 
Penci " the best way to get your share is 
rach: Pulse Top 10 Drama Shows for December on WLBZ-TV, Fly Maine's new 
HY | | | NBC outlet. 
oe McA | 109 | 83 89 29 oe Pe ee ae 
2—Dr. Hudson MCA. | 107 |8% oo %& 
Edward 3—Jeff's Collie ITC | 9.0 i3 Ss BD 
1—Star & The Story Official 7.7 73 82 41 
4—Divorce Court Guild 7.7 | 86 95 19 
—Walter Winchell NTA | 6.8 84. 91 lf TV-RADIO STATIONS 
6—Star Performance Official 6.6 68 75 18 WCSH-TV, Pertlend er 
7—Big Story Flamingo | 6.1 | 76 83 22 WLBZ.TV, Bangor 
—, Ce 59) 79 B87 np army eon 
Pe 9—Reader s Digest Schubert A | 82 86 28 WRDO-Radio, Augusta 
nbinner; 9—Night Court Banner ao | 84. 96 29 a cen ates ea Gh, 5 
ston. ——. J in Portiand saves an extra 5% 
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“The RCA Television Tape Recorder Meets Fondest Dreams 


‘Monochrome and color pictures recorded and produced by the RCA color television tape recorder are 


WBTV, Charlotte, North Carolina—first televi- 
sion station to record and air a locally produced 
color television tape recording, has been using 
RCA Color Television Tape Equipment since 
September 5, 1958. Their experience has led Tom 
Howard to report: “It is evident that RCA’s 
design engineers did not limit their efforts to just 
getting video and audio signals on tape—they 
remembered that their customers had to maintain 
and operate the gear day-in and day-out. 


MASTER ERASE HEAD A TIME-SAVER 


““We like the master erase head. It eliminates the 
necessity for bulk erasing, assures a clean tape at 


Be Sure to See the New 
Features of the RCA Color Television 
Tape Recorder in Operation at NAB 
Convention, Chicago, March 15-18. 





Tom Howard (kneeling) listens while Frank 
Bateman, Technical Operation’s Manager 
(right) points out the cue-track recording 
head to other WBTV executives (left to 
right) Charles H. Crutchfield, Executive Vice- 
President, Jefferson Standard Broadcasting 
Company, and Kenneth Tredwell, Vice- 
President and Managing Director, WBTV. 


all times and in many cases allows for selective 
erasing and re-recording of spots or other program 
material without destroying the entire contents of 
the reel. It is a time saver. For instance, if there 
has been a false start or a fluff in a spot or in 
the early part of a recording, it is only necessary 
to back up the tape and start again. There is no 
need to remove the reel, bulk erase, replace the 
reel and start all over again. 


BUILT-IN FACILITIES COMMENDED 


“We commend the decision of the RCA design 
engineers that necessary operational equipment 
should be built-in instead of being made available 
as ‘accessories.’ We appreciate their facing the 
facts of operational life by incorporating the 
master erase head, the built-in audio monitoring 
speaker for cuing and continuity, the built-in 
picture monitor, the built-in CRO, the built-in 
switcher for picture monitor and CRO input 
signal selection, the elapsed time meter for slip 
rings and brushes, the metering of individual 





of WBTV Engineers in Daily Operating Conveniences !” 
—Says Thomas E. Howard, V.P. Engineering and General Services, WBTV. 


superb, and we are impressed by the convenience and versatility designed into the equipment." 


video head recording currents, the continuously 
adjustable tape wind and rewind speeds for rapid 
and accurate cuing of tape, and the built-in test 
signal channel for rapid check and trimming of 
color processing equipment, even while a color 
signal is being recorded. 

CUE TRACK A “MUST” 

“Most of all we love that cue track—in our 
opinion it is destined to be a ‘must’ in every tape 
operation. The value of the cue track seems to 
be limited only by the imagination and ingenuity 
of the user. 


“We use the cue track to bridge the program 
director’s channel during record operation. This 





Engineer Dallas Townsend super- 
vises the recording of the “Betty 
Feezor Show"—first locally pro- 
duced color program to be re- 
corded and “aired” by a tele- 
vision station. 


channel becomes our cue reference. This big fea- 
ture has enabled us to salvage some ‘fluffed’ spots 
in programs or to insert new spots—live or on film 
—in a program that has already been recorded. 


AVENUE TO AUTOMATION 


““RCA’s pioneering in incorporating the cue track 
in television tape recorders is a valuable contribu- 
tion to smoother tape operation and definitely 
opens another avenue to automation.” 


Your RCA Broadcast Representative will gladly provide 
further particulars about the RCA Color Television Tape 
Recorder and help to integrate this equipment into 
your facilities. In Canada, write to RCA VICTOR 
Company, Limited, Montreal. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 











Program (Continued from page 49) 


ports an over-all increase in share of 
audience of 24 per cent over its previ- 
ous share, according to Nielsen MNA 
reports. 

On Monday evening, from 7:30-8, 
Tic Tac Dough (which went the way 
of all quiz programs) received an 
average MNA share of 23. Buckskin 
was placed in that time slot, and its 
share as of this date is 35—a 52-per- 
cent jump in share of audience. 


On Thursday evenings another shift 
was made, and with almost equal suc- 
cess. The Ed Wynn Show, telecast 
from 8-8:30, had received an average 
MNA share of 21 from October 
through December. Its replacement, 
The Steve Canyon Show, which had 
been moved out of the Saturday line- 
up, has achieved an average share to 
date of 26, for a 24-per-cent increase. 


Steve Canyon’s replacement on Sat- 
urday nights is a new western, Black 
Saddle, and again a share-of-audience 
increase was scored with the shift. The 
time slot in question is from 9-9:30 
p.m., and, according to Nielsen MNA 
reports, is now getting an average 35 
share of audience as against a 26 share 
average before the switch was made. 
This represents a 35-per-cent increase 
in share of audience. 

NBC-TV made still another change 
on Saturday evenings. From 10-10:30 
a variation of a quiz, Brains and 
Brawn, received an average MNA 
share of 20. It was replaced with 
D. As Man, and the latest Nielsen 
MNA report gave it a 31-per-cent share 
of audience, or a 55-per-cent in- 
crease. 

Changes on Friday and on Sunday 
evenings were not so successful. On 
Friday evening, as previously noted, 
Buckskin was moved out of its 7:30- 
8 time period to fill the 7:30-8 slot 
on Mondays. Northwest Passage was 
moved out of the Sunday evening 
schedule and was programmed in the 
half-hour hole on Fridays. Prior to 
the switch, Buckskin was getting a 29 
MNA share of audience, and North- 
west Passage, according to the first 
available MNA report since the 
change, got a 26. This represents a 


drop in share of audience of approxi- 
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mately 10 per cent. 


day evenings at 7:30, NBC-TV came 
up with a replacement. It is Music 








Expansion Through Tape 


An increase in both quantity and quality of local programming has 
resulted from the acquisition by wcco-tv Minneapolis of an Ampex 
videotape recorder, according to executive producer Roger Gardner. 
“Before tape,” says Mr. Gardner, “we just didn’t have the room to 
maneuver and vary interestingly enough any sustained transmission of 
a locally originating show of any size.” Now, however, an ambitious 
series of local shows is under way. 

Tape proved its value to the station during an hour-long “spectacular” 
entitled “Betty Crocker’s Christmas Gift,” sponsored by General Mills 





Featured attraction of wcco-tv “spectacular” for General Mills, members 
of nationally-famous Schiek’s Sextette sing and dance before camera; 
for video tape recording at station’s largest studio in Minneapolis. 


and seen in the Minneapolis-St. Paul area on Dec. 16. An introduction 
and four one-minute spots which featured commercial personality “Betty 
Crocker” were taped in the General Mills demonstration kitchens and 
relayed via microwave and coaxial cable to the recorder at the station. 
Also pre-recorded was a 20-minute entertainment sequence which, be- 
cause of its large cast and extensive sets, could not have -been staged 
live at the time of the broadcast. Tape and live segments were blended 
together unnoticeably for a show which could never have been accom- 
plished in weco-Tv’s studio space. 

The show drew a 21.3 Trendex in the 9 to 10 p.m. time spot. with 
unusual audience response to a recipe offer made during a commercial. 

Other uses to which the Ampex equipment has been put include: 
recording of the first half of a University of Minnesota football game 
to be played back for the team’s instruction during half time; pre- 
recording of exhibits at the Upper Midwest Auto Show, located in a 
section of the building which could not be reached quickly enough by 
live cameras on the floor, and pre-recording of a show which required 
a studio audience of children but could only be put into a time slot 
too close to school hours for children to attend. 

Wcco-TV now has plans under way for a continually expanding local 
operation, including approximately one “spectacular” featuring local 
talent each month. 


With Northwest Passage out of Sun- 





ence. This compares to a 12 average 
share that Northwest Passage had 
been getting. It should be pointed out, 
however, that Music Shop appears to 


Shop which, according to the first 
available MNA, got a 9 share of audi- 


be more of a filler than a competitive 
program, since its time slot will be 
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taken over shortly by the first half- 
hour of the Steve Allen show. 

The above indicates that the old 
chestnut about changing horses, etc., 
has little meaning for network execu- 
tives and is decidedly not apropos to 
the realities of television program- 
ming. The results seem to indicate that 
despite the laments of unemployed 
comedians and assorted quizmasters, 
the networks know exactly what 
they're doing. 





Agency Appointments 

Roy A. May joined Gardner Ad- 
vertising Co., St. Louis, as a tv-radio 
production supervisor. He is a veteran 
of 11 years’ broadcasting experience 
and was last with WIL radio in St. 
Louis as program director. 

Last week Aaron Beckwith, former- 
ly program sales manager for ABC- 
TV, joined BBDO as a tw account su- 
pervisor on Lever Bros. and Bristol- 
Myers. Before serving ABC he was 
with Music Corp. of America and 
United Tv Programs. 

John R. 


pointed tv-radio director for Houck 


Clement has been ap- 


& Co., Inc., Roanoke, Va. Formerly 
head of programming for KFSD-TV 
San Diego, Mr. Clement also was co- 
producer for Maestro Films in the 
western city. 

At Campbell-Ewald Co., Detroit, 
"nn H. Coleman was named associ- 
ate creative director of the tv-radio 
department, while Donald L. Miller 
succeeded him as supervisor of tv- 
radio production. Mr. Coleman has 
been with the agency since 1948; Mr. 
Miller, since 1954. 

Perrin-Paus Co., Chicago, has an- 
nounced the naming of John R. Allen 
as production manager of tv-radio 
programs. Mr. Allen began his broad- 
cast career with NBC in 1941, and 
served as creative tv-radio head for 
Lever Bros., in addition to holding 
advertiser, agency and network posts. 

Lester J. Harmon has moved from 
Foley Advertising to Wermen & 
Schnorr, Inc., Philadelphia, as direc- 
tor of tv-radio. 

Norman E. Heyne resigned his 
post as vice president of Wesley, 
Heyne and Cuca to join Christiansen 
Adv.. Chicago, as vice president in 
charge of tv-radio. 


FCC (Continued from page 41) 

He professes no extreme political 
philosophy (although he is a voting 
Republican) , seldom suggests changes 
in legal procedures but insists on 
backing Congress to the hilt when 
new laws are passed. He frowns on 
ex-parte contacts with the industry, 
sincerely believes the investigations 
did a lot of good. 

Commissioner Robert E. Lee re- 
mains an enigma to friends and foes 
alike. Appointed to the commission 
in October 1953 with the backing of 
such extreme right-wingers as the late 
Senator Joseph McCarthy (R-Wis.) 
and Representative John Taber (R- 
N. Y.), Mr. Lee was generally ex- 
pected to be the darling of the free- 
enterprisers. Instead, his voting rec- 
ord has been a series of self-contra- 








Jay W. Wright (above), has been 
named president of Radio Service 
Corp., parent corporation of KSL-TV- 
AM-FM Salt Lake City. Mr. Wright 
was formerly with the CBS general 
engineering department and for the 
past four and one-half years has been 
administrative president and later ex- 
ecutive vice president of the corpora- 
tion. In other actions at the annual 
stockholders meeting, David O. Mc- 
Kay was named a member and chair- 
man of the board of directors. Stephen 
L. Richards and J. Reuben Clark Jr. 
were named vice chairmen. Mr. 
Wright was also made a board mem- 
ber. J. Allen Jensen was named a cor- 
poration vice president and secretary, 
and Joseph A. Kjar, general manager 
of KSL Radio, was made a vice presi- 
dent. D. Lennox Murdoch continues 
as vice president and general manager 
of KSL-TV. 


dictions and he must be tabbed for 
the future as an independent in the 
fullest meaning of the word. 

And as an independent, he says he 
can afford to shrug off the investiga- 
tions and go his own way accord- 
ing to his convictions. Example: he 
has consistently reaffirmed the right 
of stations to conduct their business 
without excessive regulation, but he 
has traditionally dissented from ma- 
jority rulings renewing licenses of 
stations with excessive numbers of 
commercials. 


In terms of doing business, the 
FCC today operates in a much more 
cautious atmosphere than a year or 
two ago. Staff members point out that 
more and more business of the com- 
mission is being conducted in public, 
ex-parte contacts with the industry 
have been reduced to a minimum and, 
in general, actions are taken with a 
continuous awareness that Congress 
and the courts are looking over their 
shoulders. 


Good and Bad 


This situation, it is acknowledged, 
has both good and bad points. It en- 
courages fairness and above-board 
dealings but, some staff members say, 
it also is conducive to retention of 
the status quo and discourages bold 
and imaginative recommendations for 
fear of being overturned by current 
and subsequent Congresses or courts. 
One staffer put it this way: 

“We can knock ourselves out pre- 
paring studies and recommendations 
for action by the commissioners, but 
what good will it do? A few years 
from now some Congressmen will 
conduct an extraneous investigation, 
and the recommendations will be 
brought into the evidence. What look 
like good recommendations this year 
may be very damaging to the indus- 
try a few years from now. It is this 
retrospection that bothers us and en- 
courages many of us to let things 
drift as they are.” 

Another staff member said: “Let's 
put it this way: We still face the fu- 
ture as an independent agency, but 
we're not nearly as independent as 
we once thought we were.” 


The cautious approach also applies 
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to contacts with the television indus- 
try. Those contacts have been limited 
to official attendance at industry con- 
ventions and meetings, financed by 
Government per-diem expenses. No 
more socializing or fraternizing with 
industry representatives merely for 
the sake of socializing, no more color- 
television gifts, no more frills. 

Here again philosophical differ- 
ences among the commissioners are 
evident. Chairman Doerfer, supported 
by Mr. Bartley, believes that ex-parte 
contacts should be banned only in 
cases of pending adjudicatory pro- 
ceedings. They reason that the com- 
mission would be severely handi- 
capped in its work if contacts with 
the television industry were cut off. 
Mr. Doerfer says: 

“How do they expect us to keep in- 
formed about the industry we’re sup- 
posed to regulate? Cutting off access 
to the industry doesn’t seem to me to 
be the way, although I don’t believe 
we could countenance it in adjudica- 





Tv Nuts and Bolis 


Spot tv comes in all shapes 
and sizes, and Blair-Tv demon- 
strates just that in a new mailing 
piece going out to advertisers and 
agencies. 

The cleverly designed promo- 
tion consists of a series of enve- 
lopes in decreasing sizes tucked 
one inside the other. Each enve- 
lope carries a mybolic photo of a 
pile of nuts and bolts—illustrat- 
ing how various advertisers use 
spot tv for the basic “nuts and 
bolts” of their ad strategy. 

On the largest two-color enve- 
lope, Blair tells a quick story of 
the Jergens Co., which uses spot 
in 97 markets. The envelope in- 
side that carries a message about 
the Texas Co., using spot in 85 
markets. And so on through Tip- 
Top bread with 33 spot markets, 
Castro convertible sofas with 11 
markets, down to Savarin coffee 
with just three markets. The final 
envelope contains a card noting, 
“Spot tv comes in your size, too,” 
and listing the Blair-Tv office 
addresses. 
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Present members of the Federal Communications Commission include (l. to r.) 
Fred W. Ford, Rosel H. Hyde, Robert E. Lee, Chairman John C. Doerfer, 
T. A. M. Craven, Robert T. Bartley and John S. Cross. 


tory proceedings where the parties 
have a stake in a pending case.” 

Some other commissioners, con- 
scious once again of Congressional 
overseers, have virtually eliminated 
direct contact with the industry out- 
side the working day and have lim- 
ited contacts during the day to strict- 
ly official business. 

Staff morale at the FCC. is prob- 
ably improved over six months ago, 
although this is a variable factor, 
conditioned by circumstances almost 
from day to day. Those in more sensi- 
tive positions, whose actions are sub- 
ject to review by Congress and the 
courts, undoubtedly feel the pressure 
more than in the lower echelons. 

When the House subcommittee’s 
investigation was in full swing, the 
following apocryphal story made the 
rounds. 

An FCC official came home from 
work one evening to be confronted by 
his young daughter. “What do you 
do for a living, daddy?” she asked. 

“I’m a lawyer at the FCC,” he re- 
plied. “Why do you ask?” 

“Well, mommy told a lady today 
that you were a gangster,” the child 
said. 

When the aghast father confronted 
his wife with the child’s remark, she 
shrugged her shoulders. 

“Well, you surely don’t want me to 
tell my friends that you work for the 
FCC, do you?” she asked. 

Conditions have improved since 
those days but, some say, not much. 
The commission has experienced a 


sizable turnover in employes since 


the headlines were biggest, but how 
many can be traced directly to the in- 
vestigation is a moot question. Fed- 
eral agencies traditionally are revolv- 
ing doors for people going up and 
cown the ladders of success. 
Overlaying much of the commis- 
sion’s activity is the fear that Con- 
gress may adopt “ripper,” or puni- 
tive, legislation which could drasti- 
cally change the regulatory function 
of the FCC, even abolish the agency” 
in favor of an administrative body 
more responsive to the direct will of 
Congress. This fear, prominent dur- 
ing and immediately after the investi- 
gations, has not been entirely dissi- 
pated. 
But if the commissioners have been. ' 
more circumspect in their dealings 
with the industry, so have Congress- 
men been more wary in their out- 





Dick Fairbanks has been named na- 
tional sales manager of KTVH Wichi- 
ta, it has been announced by station 
general manager Howard O. Peter 
son. He was formerly advertising d- 
rector of the Wichita Beacon. 
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ward contacts with the commission- 
ers. All letters from Congressmen on 
behalf of broadcasters or constitu- 
ents to the commission go into a pub- 
lic record. More importantly, the let- 
ters have become far less frequent 
and the tone far less suggestive of di- 
rect pressure—fewer letters implying 
“do it or else.” 

The subcommittee came to these 
conclusions after its hearings: 

1. “Up to the present time the com- 
mission has failed to establish stand- 
ards upon which the nation and the 
industry can rely.” 

2. “The commission’s failure to es- 
tablish policy has resulted in guess- 
work and delay in adjudicatory pro- 
ceedings and has had the natural con- 
sequence of diminishing public con- 
fidence in its integrity.” 

3. “The process of decision-making 
within the commission itself contrib- 
utes greatly to the seemingly arbi- 
trary nature of its decisions.” 

4. “Congress should reexamine cer- 
tain provisions of the Communica- 
tions Act amendments of 1952 which 
deal with the separation of functions 
within the commission.” 

5. “Both Congress and the commis- 
sion bear a share of the responsibility 
for its failure to function effectively 
as a regulatory agency.” 

It then said that the commission 
should require a station grantee to 
own and operate the station for which 
he applies for a specific period of 
time before it can be sold; the com- 
mission should be required to hold 
compulsory hearings in all cases in- 
volving tv station grants and trans- 
fers; pay-offs and mergers should not 
be condoned by the commission until 
after hearing and decision that such 
solutions are in the public interest; 
Congress should lengthen the term of 
service of commissioners; Congress 
should re-evaluate the position of the 
hearing examiner within the commis- 
sion; Congress should consider the 
question of assessing a license fee 
against broadcast operators. 

So far none of those proposals has 
been translated into action. But the 
commission is preparing answers to 
all of them as possible keys to its 
future role. 











Oil’s Well That Ends Well 


Out in the Pacific Northwest, they really poured on the coal—oops!— 
the oil in the area’s “biggest tv saturation” campaign. And the results, 
according to the Oil Heat Institute of Oregon and Southwest Washington, 
were nothing short of phenomenal. 

“Thosuands upon thousands” of entries were received in a tv-promoted 
jingle contest which ran 10 weeks last summer during the peak heating- 
equipment-installation months. With proponents of natural-gas heating 
putting promotion dollars into the northwest area, Joseph Bennett, execu- 
tive on the OHI account at Pacific National Advertising Agency, turned 
to spot tv to overwhelm the competition. 

KGw-TV Portland carried the burden of the campaign with 18 to 20 
spots per day, seven days each week throughout the 10-week period. An 
average of four spots per day also ran on KVAL-Tv Eugene, KPic-Tv Rose- 
burg, KBES-Tv Medford and koti-tv Klamath Falls, all Oregon stations. 





Station manager Walter Wagstaff of KGw-tv Portland (l.) awarding 
$500 check to Mrs. David Bush, winner of Oil Heat-O-Rama prize. 


A total of 93 prizes was offered for the best last lines to a limerick ex- 
tolling the benefits of oil heating. Grand prize was a $3,500 swimming 
pool heated by—what else ?—oil. Other awards included a $2,000 motor 
boat and a year’s supply of heating oil. Prizes were donated by manu- 
facturers and wholesalers who received tie-in promotion for their products. 

During the campaign, prominent home builders in the area were fea- 
tured in televised interviews in which they discussed oil heat. Backed by 
the intensive tv promotion, plus radio and print, more than a quarter- 
million contest entry blanks were distributed. 





The contest winner was Mrs. David Bush, mother of three, who re- 
ceived a $500 check in addition to the swimming pool prize for having 
purchased her heating oil from a member of the OHI. The Portland dealer 
had rejoined the organization on the selling strength of the promotion. 

“Besides the effect on the buying public,” said Mr. Bennett, “the con- 
test created a pride of ownership on the part of oil dealers. Here was one 
place where we were as big as, even bigger than, our competition in 
volume of advertising. We got more dealers interested in doing a harder 
equipment-selling job. The campaign was a good door-opener.” 

Leonard Gassner, executive secretary of the Oil Heat Institute, reported, 
“The contest was tremendous, to put it mildly, and did far better than 
we expected.” Following the Portland lead, the Oil Heat Institute of the 
Inland Empire at Spokane, Wash., planned a similar campaign based 
primarily on tv activity. 
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WHAS-TV 


LOUISVILLE 






KENTUCKIANA’S 
MOST HONORED STATION! 













114 March 9, 1959, Television Age 


As a member of society, WHAS-TV pulls 
out all the stops. Viewers have learned to 
expect the BIG effort from WHAS-TV. 

Twelve national awards have been won 
by “Operation Cancer,” “Inside Our 
Schools,” “Crusade for Children” and the 
“Good Living-Maternity Series.” A 
WHAS-TV cervical cancer series won 
McCall’s top 1957 Award. 

Special series on the state legislature, 


highway safety, atomic attack and local 
air power; weekly programs such as 
“According to the Law,” “Let’s Look It 
Over,” “Lure of the Library” and “What's 
Your Question?”; documentaries on can- 
cer, slum clearance, heart, blood and 
obesity . .. have convinced Louisville area 
viewers that if it is BIG and IMPOR- 
TANT, it’s on WHAS-TV! 


Your Advertising Deserves WHAS-TV Attention .. . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV 
Fishie 


Foremost In Service 


Best In Entertainment 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 


Victor A. Sholis, Director 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 












In the picture 


Robert P. Taylor, who has been associated with the H. J. Heinz Co. for 24 years, has 
been named general manager-marketing for the “57 Varieties” firm, it has been announced 
by B. Dent Graham, executive vice president, Heinz U.S.A. In his new post Mr. Taylor will 
be responsible for advertising, sales promotion and merchandising, product management, 
pricing, sales research and analysis and consumer testing. Mr. Taylor joined the Heinz 
company as a salesman in Des Moines in 1935; in 1947 he became district supervisor of 
the St. Louis sales branch; in 1951 he was made sales branch manager of the St. Louis 
chain sales branch, and in 1954 he was appointed sales manager of the San Antonio sales 
branch. From 1954 to 1957 he was sales promotion manager in the Pittsburgh home office, 
and from °57 to the present he was manager of the Heinz Middle Atlantic sales region. 











Merlin E. Carlock has joined Compton Advertising, Inc., as a vice president, it has 
been announced by Barton A. Cummings, president of the agency, who stated that the new 
official “brings to us a wealth of experience in fields of advertising in which Compton is 
involved and is developing for its present clients.” Well known in the industry for his 
work in corporate advertising, Mr. Carlock formerly was chairman and director of Burke 
Dowling Adams, Inc. Previous to that association he was vice chairman of Calkins & Holden, 
Inc., and for eight years before his tenure there he served as a vice president at Benton & 
Bowles. A veteran of 33 years in the agency business, Mr. Carlock began his career at Bat- 
ten, Barton, Durstine & Osborn as a copywriter. He subsequently had his own advertising 
business, specializing in grocery-chain and department-store accounts. 





Heading the new Chicago office of the Television Bureau of Advertising as director of 
the organization’s central division is Stanford Meigs, who comes to TvB from ABC-TV, 
where he was an account executive in the network’s central division in the Windy City. 
Prior to joining ABC in 1954, Mr. Meigs was an account executive with the Leo Burnett 
Co. for four and a half years, during one of which he served as manager of the agency's 
New York office. Born in Chicago, Mr. Meigs attended Colgate University. During World 
War II he served as operations and traffic officer, U. S. Army Air Transport Command in 
Africa, Arabia, England and Germany, leaving the service with the rank of captain. Mr. 
Meigs, his wife Brenda and their three children reside in Golf, Ill. TvB’s Chicago office, 
which opened last month, is located in suite 520 of the Wrigley Building, 400 N. Michi- 
gan Ave. 





Gordon F. Hayes (1.), formerly vice president of CBS Radio 
in charge of CBS Radio Spot Sales, has been appointed national 
manager of affiliate relations, CBS-TV network. At the same time, 
it was announced that John W. Hundley (r.), manager of client 
relations for the operations department of CBS-TV, and formerly 
manager of network program services, has assumed added duties 
in charge of videotape sales. Mr. Hayes has been in broadcasting 
since 1943, starting as a salesman for wrop, the CBS Radio affili- 
ate in Washington, and two years later going with CBS Radio 









Spot Sales. 





William H. Trevarthen has been elected vice president in charge of production serv- 
ices for the American Broadcasting Co. He had been director of engineering operations 
for ABC and now will be in charge of plant and studio services and operations, functions 
formerly reporting to the program department. Mr. Trevarthen has been with ABC since 
its separation from NBC in 1943. Previously he was with the National Broadcasting Co., 
serving as a maintenance engineer. While at NBC, he obtained a leave of absence during 
World War II to serve for a year as special research associate at the Underwater Sound 
Laboratory at Harvard University. From 1943 to 1947 he was an ABC staff engineer, 
subsequently becoming operations supervisor and, three years later, director of technical 
operations. He was named director of engineering operations for the company in March 


1952. 
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says Joseph Dougherty, Sales Manager 


WIJZ-TV 


BALTIMORE 


The latest Pulse in Baltimore 
sounds a triumphant beat, beat, 
beat for WJZ-TV. Out of the six 
top-rated films four of them (includ- 
ing the top two) were United Artist 
Features telecast by WJZ-TV. As 
WJZ-TV’s Sales Manager puts it: 
“This remarkable record 
bears out our past experience 
with UA Features. We can 
always count on them for top 
ratings against competition." 


The high scoring UA Pictures 
were: SHIELD FOR MURDER, RAIDERS 
OF THE SEVEN SEAS, CROSSED 
SWORDS, IROQUOIS TRAIL. They ran 
November 5-12, 1958 from 6:00 to 


7:20 p.m. These features, all from | 


United Artists “52 Award Group,” 
captured an average of 56% of the 
audience in a 3 station market. A 
good buy for WJZ-TV ...a good buy 
for you, too! 


U.€1.c. 


UNITED ARTISTS ASSOCIATED, inc. 
NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 


LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 | 
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Howard Coleman, assistant to the 
president of wJimM-Tv Lansing, was 
called on a while ago to speak before 


| a regional conference of Methodist 


ministers. Howard explained at the 
beginning of his speech that every- 
body has problems, and there was 
no reason television or the people 
in it should be exempt from being 
sorely beset. 

And so, he went on, in selecting 
the title for his talk, he wanted the 
gathered ministers to know that his 
choice of title was made “without 
sacrilege or levity . . . in dead serious- 
ness.” It served he felt, as such a 
good symbol and explanation for the 
peculiar problems of television. 

Howard took his speech title from 
a program listing in an unnamed 
newspaper for a Sunday at 12 noon: 

“Back to God (if no World Series 
today).” 

* * * 

Have pun, will travel: The six- 
year-old started for school one morn- 
ing packing his holster and two guns. 

“You know you're not supposed to 
bring your guns to school,” his 
mother said. 

“Yes I am, this morning,” the boy 
exclaimed. 

“Why this morning?” Ma asked. 

“Teacher said she’s gonna show us 
how to draw.” 

* * % 

Massey’s in the cold, cold ground: 
A man and his wife in Huntington, 
W. Va., were viewing the recent NBC 
show Meet Mr. Lincoln over WSAz-Tv. 
According to an unimpeachable 
source—the promotion department of 
WSAz-TV—the wife watched very in- 


| tently as all the pictures of Abe Lin- 
| coln flashed on the screen. 


Halfway through the show (dur- 
ing the commercial, no doubt), she 
turned to her husband and said, “It’s 
really amazing, I can’t get over it, 
he looks like 


exactly Raymond 


Massey.” 
= * * 


While you are still historical on 


account of the previous item, we 
pass on something a network tv 






THE LIGHTER SIDE In camera 






writer ran across when preparing 
material on George Washington. Our 
country’s first Commander-in-Chief 
wrote the following in a letter to a 
friend in 1758: 

“As I now have no prospect left 
of preferment in the military way, 
and as | despair of rendering that 
immediate service which my country 
may require from the person com- 
manding their troops, | have some 
thoughts of quitting my command 
and retiring from all public business, 
leaving my part to be filled by some 
other person more capable of the 
task and who may, perhaps, have his 
endeavors crowned with better suc- 


¢ Me 
mine have been. 
= e & 


cess than 


No Castro commercial this: The 
residents of Moncton, a small rail 
town in New Brunswick Province of 
Canada, panicked. There were Fidel 
Castro and five henchman, all wear- 
ing beards, shorts and carrying rifles, 
taking over the local tv station. 

“This is a revolutionary move- 
ment,” the leader barked. “We have 
of this station.” And 
then he harangued Monctonites for 


taken control 


10 minutes. 
There 


calls that the switchboard operator 


were so many hysterical 
(an unbearded lady) collapsed. 

But when calm and quiet returned 
to the station and the town, it was 
revealed that the demonstration was 
a hoax conceived, written, directed 
and produced by students from 
Mount Allison University. 
officials admitted that it 


was all a big joke but conceded that 


Station 


the joke “nearly got out of hand.” 
The station manager said the one 
thing the raid showed was that “it 
could happen here.” And the town’s 
civil defense chief stated that the big 
gest menace to Moncton wasn’t Fidel 
Castro but “tv producers with screws) 
ball ideas.” i 
There was, however, one fellow inf 
town who was not at all unhappy § 
with the situation—the local barben) 
He said, “Now, nobody in Moncton 
would think of growing a beard.” 
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. ic NBC Affiliate 


MINNEAPOLIS - ST. PAUL 
‘The Nortwests. leading Station 


| Represented by Edward Petry & Co., Inc. 
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SAN DIEGO POLICE RELIEF ASSOCIATION, INC. 
POLICE HEADQUARTERS 


P. O. Box 1630 
San Diego 12, California 


February 2, 1959 


Mr. George Whitney 

Vice-President and General Manager 
KFMB-TV 

5th & Ash Street 

San Diego 1, California 


Dear Mr. Whitney: 


On behalf of the Officers of the San Diego Police Department, 
I wish to take this opportunity to express our sincere appreciatio 
for the manner in which your station has presented information to 
the viewing public during the year. 


People seem eager to criticize the actions of public agencies 
without considering all factors. Through Channel 8, the citizens 
of San Diego have been offered both sides of all controversial 
issues; especially those dealing with the Police Department. 


We will never dispute - rather, we wi defend, any news itell 
or bad, so long as the truth is told. n our e ation, 
8 has made this type of reporting a policy. For this we 


Respectfully, 


jf) KH A 
k= Ui (adz222t8e_ 
¥. W. Connole, President 
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